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Christmas means a 
lot to us this year 








We are taking this means to express our 
thanks for the prosperity that has come to 
us during the past year. 


Principally, and first and foremost, we want 
to thank you, the hardware dealers of Amer- 
ica, for the sincere support you have given us, 
and the confidence you have- placed in our 
products during the past twelve months of 
1923. You have kept us busy—working hard. 


Today finds us, and many yesterdays found 
us, with our books filled with your orders,— 
and what more concrete proofs of success and 
prosperity could we wish? 


All is due to you. May your Christmas be as 
happy as ours. 


NATIONAL MANUFACTURING CO. 


Sterling Illinois 


atic 


Would you like to receive the 
National Calendar every month? 

















We will be glad to send you the National Calendars 
each month during the year 1924. 


We believe that you will find them convenient and 
useful to hang up and use, and it will give us great 
pleasure to send them to you, Christmas aust 
as it were, all through the year. 
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‘Mereerrecicuentt Ur) 


At the left is shown a 
view of the china- 
ware and silver depart- 
ments which are located 
at the left of the entrance. 
At the top of the illustra- 
tion may be seen the mez- 
zanine. A passenger ele- 
vator makes it easy for 
customers to go from one 
floor to another. 
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There’s a New and Up-to-Dat 


(fPNHE hardware fraternity, and 
particularly the State of Ar- 
kansas, can be proud of the new 

hardware store of Bracy Brothers 

Hardware Co., Little Rock, which has 

recently been opened to the public. 

The structure is modern in every de- 

tail and the arrangement of stock 

and fixtures embodies the latest prac- 
tices in merchandising. 

Frank Mappes of the service di- 
vision of the sales department of 
the Winchester-Simmons Co. made 
the interior layout. The store was 


YHE illustration at the 

right shows the plan 
of the first floor of the 
new store. A _ complete 
line of hardware, china 
and sporting goods is car- 
ried on this floor. mez- 
zanine containing build- 
ers’ hardware, hotel and 
restaurant supplies and 
the firm’s offices complete- 
ly encircles the entire 
first floor. 


equipped with Duluth fixtures 
throughout. The finish of the fix- 
tures is medium golden oak. The ceil- 
ing of the main floor is 20 ft. high 
and a balcony surrounds the room, 
which extends out 16 ft. on the sides 
and 30 ft. at the rear. 

The offices are at the rear of the 
store, on the balcony. The builders’ 
hardware room, which has_ been 
handsomely fitted and finished in 
solid mahogany, is also located in the 
same section. The woodwork of the 
windows is solid gum, finished dark, 


which makes a very fine setting for 
the displays. 

By the arrangement, as shown in 
the floor plan, four display windows 
are available. There are two en- 
trances at front, and the arrange- 
ment of the four display windows 
gives each person entering the store 
a complete view of all four displays. 
Three displays may be seen from the 
street. Additional window space is 
provided above the ground level win- 
dows and extends the entire width 
of the store. These windows can be 
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A T the right is a section 

of the toy depart- 
ment which is located on 
the second floor. A com- 
plete stock of playthings 
of all kinds is carried and 
the addition of low dis- 
play stands and tables 
makes it easy for the chil- 
dren to inspect the items 
on display. 
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ardware Store in Arkansas. 


used for bulkier merchandise and are 
clearly visible across the street. 


The right side of the store is de- 
voted to shelf hardware, tools, etc. 
The center sections are used -for 
sporting goods, silverware, fancy 
goods, etc. The left side of the store 
has been given over to the china de- 
partment, which is the largest one 
of its kind in the State. Cash carrier 
stations are placed at convenient 
places throughout the store and 
wrapping counters are all within 
easy reach. Two small offices are 








located near the rear for the man- 
ager of the tool department and the 
manager of the china department. 
These are slightly elevated in order 
to give a clear view of the floor. 
The new building is four stories 
high, about 50 ft. wide and 150 ft. 
deep. Elevator service is maintained 
for both freight and passengers, and 
the balcony is especially designed for 
sales work, with enough head room 
to make ideal additional display space 
without getting off the main floor. 
There are three approaches to the 
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balcony, one at the right front en- 
trance, one at the rear of the store, 
and the passenger elevator in the 
center of the left-hand side of the 
room. 

The general arrangement of the 
center part of the main floor is on 
the horseshoe pattern. The left side 
of the horseshoe is used to carry the 
stocks of fancy goods, silver, etc., 
so they will be handy to the china 
department across the way. All wall 
cases are open, with adjustable glass 
shelves on which these goods are 


"WHE second floor is de- 

voted to housefurnish- 
ings and toys, the third to 
hotel and restaurant 
equipment and the fourth 
to shelf hardware and 
specialties. A nearby 
warehouse accommodates 
a large stock of crockery, 
stoneware, glass and gal- 
vanized ware. Note the 
arrangement of the dis- 
play windows. 
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Entrance to the new store of Bracy Bros. 


displayed. The display tables are the 
latest approved pattern with shelves 
and drawers underneath. 

Ample space has been provided all 
through the store for the display of 
a great number of items. Display 
tables, racks, special counters with 
bins, etc., have been provided at the 
strategic points so interesting things 
will be seen by the shopper whichever 
way he may turn. The balcony has 
been very beautifully arranged for 
the display of merchandise, and a 
rest room is provided for the lady 
shoppers. 
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This concern enjoys a large hotel 
and restaurant business, and some of 
the upper floors have been devoted to 
display and stock rooms. Stocks of 
other items are also carried in the 
building, and it has been the purpose 
of the firm to have the merchandise 
as handy as possible when it is 
needed on the sales floor. 

An extremely clever arrangement 
has been effected in the left-hand 
window. Sufficient space has been 
left behind the back to permit the 
storage of display material and other 
things needed by the window 


December 20, 1923 


ve pega yy 


Se SHEL Bee EE eee eee 
META 


Note the window above the entrance that permits additional goods to be shown 


trimmer. The light walls and ceil- 
ings, together with the full glass 
front and the modern electrical fix- 
tures, assure an even distribution 
of light to all sections of the store. 

Every officer of the firm is con- 
vinced that people buy best where 
the merchandise can be readily seen. 
This js the keynote of the new store. 
Where it is at all possible, the goods 
are out where they can be handled. 
If the nature of the merchandise does 
not permit such treatment, it is be- 
hind glass, well lighted and always 
within easy reach. 


SJOULSAOL/ULUIONNNNHNAI ODN 


Christmas Seals and Safety 


IXTEEN years ago, through the influence of an article by Jacob Riis, 


published in The Outlook, a small penny sticker which later became 
known as the Christmas seal, was sold to raise $1,000 for the purchase of the 
first tuberculosis sanatorium site in Delaware. In 1922 over 384,000,000 
Christmas seals were sold throughout the United States. The National 
Tuberculosis Association as well as its 1,200 affiliated state and local organ- 
izations raised a total of $3,842,500 with which to finance clinics, visiting 
nurses, open air schools, preventoria and sanatoria. During these years the 
death rate from tuberculosis has been reduced from 200,000 to 100,000 per 
year. While the organized tuberculosis movement does not claim entire 
credit for this tremendous achievement, its untiring efforts and thorough 
organization have doubtless been a great influence in bringing it about. 
Tuberculosis is a preventable and curable disease. With the above 
encouraging figures, it is not too much to hope that within a comparatively 
few years it will be as rare in the United States as small pox, yellow fever, 
and other infectious diseases which have been practically eradicated by mod- 
ern scientific methods. The National Tuberculosis Association hopes this 
year to raise $4,000,000 with which to strengthen its present weapons in the 
warfare against the great white plague. 
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Raymer Reaches Five Figures 
a Year in Paint Sales 


The pur¢ghases for the paint de- 


HE American public revels in 

the stories of the poor farm 

boys who became millionaires. 
But all the Marshall Fields and 
Wanamakers of our time will not 
make the backbone of the dry goods 
business. Without question, suc- 
cesses such as these and many others 
are unlimited sources of inspiration 
and many examples are set which 
make better merchants of the rank 
and file. However, it is not the 
phenomenal or spectacular success 
but the large mass of every day mer- 
chants who constitute the backbone 
of any business. 

While there have been very great 
successes in the hardware business 
yet the business has grown slowly 
and cautiously, more like the oak 
tree than the poplar. There are few 
mushrooms in hardware fields. 

It is perfectly true that the Ray- 
mer Hardware Co., St. Paul, Minn., 
started out with screen paint eight 


years ago and has, by consistent 
hard work, built the paint sales up 
to a yearly total of $33,000, but the 
firm went into the line on a sound 
basis and there were no fireworks in 
the growth. The stock investment 
runs around $5,000 and gradually 
the sales have increased as well as 
the turnover, which means more 
profit. 








Read the Story! 


7 HE Raymer Hardware 
: Co., St. Paul, Minn., has 
carried paint and varnish for 
only 8 years — BUT —last 
year’s sales totaled $33,000, 
although the stock amounts 








to about $5000. How did 
they do it? Read the story. 





partment in 1922 were about the 
same as in 1921, but the sales in 
1922 were 10 per cent greater than 
in 1921. The purchases for 1923 
will be about 15 per-cent less than 
those of 1922, but the sales volume 
will be about the same—$33,000. 
Taking the figures roughly, the 
sales have increased 10 per cent in 
two years time while the purchases 
have decreased 15 per cent. This 
demonstrates what can be done with 
small stocks if there is’ a_ will. 
When it was decided to move the 
paint stock from the first floor to the 
basement, the Raymer Hardware 
Co. found that there was an over- 
stock on some of the numbers. Cut- 
ting down on these overstocks simply 
meant more turnover, but still al- 
lowed the firm to give its customers 
just as good service as it always had. 
A very accurate set of records 
gives this firm an exact knowledge 
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of each department. The figures for 
the paint department are based only 
on paints, varnishes and brushes. 
The accessory lines, which often run 
into considerable money, are all 
handled separately. Now that the 
stock has been moved into better 
quarters and the surplus weeded out, 
more attention is being directed to 
over the counter sales and the larger 
profit items. Every effort is being 
made to extend the paint sales to 
an all year basis rather than three 
or four months of the year. If this 
can be done in Minnesota where the 
winter is long, the plan should meet 
with success in communities where 
there is more open weather for out- 
side work. 

The two accompanying views of 
the new paint department should con- 
tain suggestions for merchants. At- 
tention is directed to the counters 
placed in front of all the shelving. 
These counters are covered with 
white material and make an extreme- 
ly effective way of showing the dif- 
ferent lines. Of course, the entire 
stock is devoted to one standard 
brand as that cuts down the invest- 
ment. Other counters along this side 
of the room are devoted to articles 
needed in connection with paint. 
Bins have been built on some of 
these counters for hose and plumb- 
ing accessories. 

The Raymer Hardware Co. has 
found out that 
sales were in- 
creased 100 per 
cent by displaying 
garden hose and 
accessories t he 
year round. Hose 
is not used to 
sprinkle lawns 
alone; there are 
uses for it the 
year round and 
these repairs 
and _ accessories 
have a sale all the 
time. Then there 
are the small 
items such as 
washers, stoppers, 
faucets, fuller 
balls, etc., that are 
continually need- 
ed. This stock is 
always on display 
in these bins or 
compartments. A 
neat price tag is 
affixed to each 
section so that the 
customer can pick 
out just what is 
needed and know 
at the same time 
how much it is 


Another view of this department. 
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going to cost. Window ventilators 
are added to the display for winter 
and fall sale, and handy to the paint 
stock are the brushes and paint ac- 
cessories, 

Janitor supplies are also located 
very near and it is particularly easy 
to pick up the mops, dusters, pails, 
etc., when a can of paint is being 
purchased or vice versa. The better 
class of merchants are grouping 
“kindred” merchandise together and 
always have some of it close enough 
so a customer can examine it easily. 
The sales policy of “sell them some- 
thing else” is certainly being carried 
out in this store without any offense 
to the customer, but rather in a help- 
ful, suggestive manner. 

When it is considered that such 
a small item as screen paint re- 
ceived considerable attention both 
in the spring and fall, it can be 
understood how such a small item as 
this can be used in building up paint 
sales. The annual sales of screen 
paint alone, most of it in quarts, 
amounts to almost 900 gal. Every- 
body needs a little screen paint and 
it is a mighty good way to bring 
prospects into the store, especially 
when they are reminded of this little 
item through the newspaper ads. A 
brush goes with each can and this 
helps to make the proposition all the 
more attractive. If merchants get 
people into the store once and give 


display a stock of small items 


Note the way the counters have been utilized to 
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them service with value for the 
money spent, all departments will 
grow. 


Digging Up Prospects 


Whenever the delivery men or the 
canvassers, repair men, etc., are out 
on a job they keep their eyes open 
for houses needing paint, and as 
they have paint cards in their 
pockets, they slip one of these into 
the mail box. On each of these cards 
is the name of the Raymer Hard- 
ware Co., and a great number of 
times the owner brings this paint 
card into the store asking for prices, 
etc., on a certain color which has 
been picked out. Many other plans 
are used to cooperate with other 
agencies for business. For instance, 
when a painter comes in for a new 
brush, it is easy to find out where 
he is working and the jobs he has 
in prospect. Much mutual good can 
ibe accomplished if the hardware 
dealer helps the painter to land the 
business. Then there are mailing 
lists and they should always be kept 
in condition and the new construction 
work should be followed closely. 

The hardware man is particularly 
fortunate in having at his service 
the vast amount of information being 
sent out by the Save the Surface 
Campaign. Facts and figures about 
surfaces, deterioration because of 
unpainted work, loss through decay, 
etc., which make 
telling arguments 
for sales when 
used against the 
consumer. The 
lengthening of the 
painting season is 
showing direct 
benefits to hard- 
ware dealers and 
the emphasis be- 
ing placed on 
interior work dur- 
ing the cold 
months will keep 
sales humming 
through the win- 
ter. 

And last of all, 
don’t forget the 
second sale. 
Whenever you sell 
a can of paint see 
to it that you also 
sell the customer 
a paint brush, 
sandpaper, putty 
or whatever else 
he will need, ac- 
cording to the 
particular kind of 
job he has in 
hand. The second 
sale counts. 


ter’ aan 
pa at roe 
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View of the bristle department in an up-to-date brush factory, showing the combing and mixing machines 


Paint and Varnish Brushes 


and How They Are Made 


By CLIFF FOSS 


EADERS of HARDWARE AGE 
will undoubtedly recall the 
series of articles on bristle 

used in manufacturing paint brushes 
which appeared in these columns a 
few months ago. We will now print 
a series of short articles about the 
manufacture of paint and varnish 
brushes in which the bristle is used. 


Chinese and Russian Bristle 


Chinese hog bristle arrives at the 
American paint and varnish brush 
factory in cases weighing about 130 
Ibs. each; net weight of bristle ap- 
proximately 110 lbs. each. Russian 
bristle arrives in large casks contain- 
ing various lengths of bristle. As 
described in our former articles, the 
Chinese bristle in any one case is 
all of the same length and is tied in 
bundles approximately 1% in. in 
diameter. Russian bristle in a cask 
is of various lengths, the different 
lengths tied in bundles ranging in 
diameter from 3 to 12 in. If you 


EpiTor’s NoTE.—This is the first 
of a series of articles describing 
the various steps in the manufac- 
ture of paint and varnish brushes 
—from the arrival of the bristle 
from abroad to the turning out 
of the finished product. The next 
instalment will appear in an early 
issue of HARDWARE AGE. 


read our previous articles you have 
followed the preparation processes 
in bringing this bristle from the 
hog’s back to the American brush 
manufacturer. 

When received by the brush manu- 
facturer, Russian bristles must be 
graded for color and lengths, then 
washed in the same manner in which 
clothes are washed. They are next 
laid in thin layers on racks and are 
bleached by burning sulphur for 
about twelve hours, after which they 
are tied in small bundles, steamed and 
dried for the purpose of eliminating 
the natural curl which is in all raw 
bristles. Chinese bristle, however, 


requires specially constructed vacuum 


driers to take out the natural curl. 


The Mixing Process 

After the washing, steaming and 
drying, bristle is ready for dressing, 
the greater part of which is done by 
specially constructed -combing and 
mixing machines (usually designed 
by the manufacturer). This process 
of mixing is very important in the 
manufacture of paint and varnish 
brushes as the quality of a high 
grade paint or varnish brush depends 
primarily on proper mixing of differ- 
ent lengths and grades of stiffness 
of various Kinds of bristle. The op- 
eration of mixing can be seen very 
well when white and black bristles 
are mixed together and come out of 
the combing and mixing machines 
as thoroughly mixed grey stock. 
After this process the bristle is ready 
for delivery to the actual brush- 
maker. 





[* is good business to price tag goods 
in store windows, also everything in 
the store in plain figures. 

A price tag on all articles on display 
leads the customers to believe that the 
merchant has only one price, and this 
tends to create confidence in his mer- 
chandise. Also that money buys as 
much at his store as any one else. 
Plain figures and one price tells the 
story. 

Butcher Tool & Hardware Co., 

Birmingham, Ala. 

| EPLYING to your inquiry as to 

our opinion of the merits of tag- 
ging goods in the store window or leav- 
ing them unmarked, we are compelled 
to say that we believe that there can 
be no hard and fast rule in regard to 
this. The goods may be high quality 
goods and at a correspondingly high 
price, in which case, if the price were 
displayed to the view of the passer-by, 
he may form the opinion that they are 
not good values. If they are not 
marked his attention would be at- 
tracted by the appearance of the goods 
and would be interested in coming into 
the store and making inquiry when the 
appearance of the goods would be rein- 
forced by the efforts of the salesman 
and a sale would be made. On the other 
hand, certain goods which are obvious- 
ly bargains should be priced when dis- 
played, as the price is what is relied 
upon to make the sale. 

We believe that this question, like so 
many questions that arise in the hard- 
ware business, should be settled by the 
good judgment of the merchant. 
Abingdon Hardware & Supply Co., 

Abingdon, Va. 


HE question of price tagging goods 

displayed in show windowg is of such 
vital importance that your articles 
should bring good results and deter- 
mine this matter in a way that will be 
interesting and very helpful. 

We are firmly of the belief that 
everything should be priced, unless it 
would be on the larger items such as 
stoves, and distinctive brands which 
have merit that would be difficult to ex- 
plain until shown on the sales floor. 
On all such goods not coming into this 
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Should Goods 
in the Window 
Tagged? 


Be Price 


class we price tag everything in show 
windows. The prices should be based 
at such profits that it would not have 
the tendency to turn trade away on the 
account of the price being too high, but 
should be in line so that the customers 
who see something that appeals to 
them could determine whether they 
would be interested in any ‘of the items 
shown in the windows. 

Price tagging merchandise in show 
windows should gain the confidence of 
the public. Many merchants do not 
price tag goods in show windows for 
the reason they feel it gives their com- 
petitor a chance to know their prices, 
when in reality their competitor usual- 
ly knows their prices from being on the 
lookout through his own customers giv- 
ing this information when shopping if 
they find prices out of line. There are 
so many people who would like to know 
the price wanted by the merchant for 
his goods when window shopping that 
it is the duty of the merchant to sat- 
isfy that want. 

Sales are made through show win- 
dows and people have become show 
window shoppers to such an extent that 
it seems as necessary to price goods 
shown in show windows as it is to price 
them on the sales floor. We ave almost 
persuaded that we as hardware men 
would be better off to price everything 
that we put on display. Give them the 
price and the terms we are willing to 
sell the goods on, if it covers such items 
as we usually sell on easy payments or 
weekly payments. 

A few nights ago one of our promi- 
nent lawyers passed along our show 
windows. He and his wife were look- 
ing at the displays, when he re- 
marked that goods in show windows 
unless priced meant nothing to him. It 
was so impressive for the reason your 
letter had just been received on this im- 
portant subject that it almost answers 
the question itself. Goods in the show 
windows mean nothing to the window 
shopper, unless priced. 

We are interested to see the views 
of the trade on this matter and would 
be pleased to know in advance the issue 
you will have this in. Trusting this 
letter will be of some help to you in 
getting out this issue and thanking you 


for all that HARDWARE AGE has done 
for us. 
Gambill Bros., 
Abilene, Tex. 


hy it good business to price tag goods 
in the store window? It is. 

First, when a customer is attracted 
to your store by a window display, and 
has seen the price in connection with 
the article he desires, the fact that he 
is in the store is evidence that he is al- 
ready sold. It is then time for the live 
clerk to sell him something else, which 
is much easier done under the condi- 
tions than if the clerk had made the 
first sale. 

Second, if a special sale is run on an 
item in the stock, and the price tag is 
not in evidence, who knows whether it 
is a special sale or not? It is generally 
understood that a special sale is a spe- 
cial price sale, and if the price is not 
displayed with the goods, a doubt natu- 
rally forms in the mind of the prospec- 
tive purchaser as to the genuineness of 
the special part of the sale. 

Finally, if the merchant tags his spe- 
cials but leaves the price tags off his 
usual window display, it is construed 
as a tacit admission that a public ex- 
hibition of his prices would hurt his 
business, and when the public gets that 
idea it is going to cost him money to 


‘ overcome it. 


Roberts-Dearborne Hardware Co., 
Clovis, N. M. 


E are in receipt of your letter rel- 
ative to putting price tags on 
goods in show windows. The writer 
took occasion to test this out a few 
days ago and found that the windows 
which had price tickets on the goods 
invariably caught the attention much 
closer than windows which were not 
priced. In the latter case they were 
skimmed over and while the quality in 
many cases was very good yet ‘it did 
not bring more than slight attention. 
While it means quite a lot of work to 
price tag all goods, yet we believe it 

is well worth the effort. . 

H. C. Menke & Co., 
Albion, Mich. 
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Epitor’s Note.—We publish herewith the first of a 
series of letters from hardware retailers on whether 
or not it is good policy to price tag goods in the 


store window. 


These letters and the different 


points of view they present throw new light on one 
of the most vexatious questions that the hardware 
trade has to contend with today. This is, we be- 
lieve, the first time hardware retailers throughout 
the country have voted on this question and backed 
up their votes with written arguments. 


| i it good business to price-tag goods 
in the store window? Emphatically, 
Yes! 

Price is generally conceded to be one 
of the most important factors in 
making a sale, and to use a much-used 
phrase, “The show window is the silent 
salesman.” Therefore, if the goods are 
not priced in the window one of the 
hardest parts of the sale has not been 
made; whereas, if the articles are 
plainly priced with a neat tag in the 
show window and a prospective buyer 
is attracted into the store by it, one of 
the features of the sale, “the price,” is 
already settled. 

Again, a tremendous lot of purchases 
are made by people who do most of their 
shopping through the medium of the 
store window displays, often at night, 
and especially by people who are visit- 
ing a town, and who have not the time 
nor perhaps the inclination to go inside 
a lot of stores. These people will often 
decided on a purchase solely on account 
of an article being priced in the win- 
dow, as can be proved by mail and tele- 
phone orders. 

From actual tests we know that a 
priced window will sell a much greater 
percentage of goods than a similar one 
that has no price cards, to say nothing 
of the confidence given the public, which 
naturally concludes that the merchant 
who tags the goods in his window is 
selling at prices he is not afraid to 
advertise. 

The only exceptions are the very ex- 
clusive store whose business is all 
credit and whose customers rarely do 
any window shopping; or the store that 
does both a jobbing and retailing busi- 
ness and does not want to advertise its 
retail prices, perhaps to the detriment 
of its dealer customers. The fact that 
some of the most expensive stores do 
not price the goods in the window is the 
reason that many people get the idea 
that an article not priced is conse- 
quently expensive, and therefore they 
will not trouble to enter a store to ask 
more about it. 

Yes, we are certainly in favor of put- 
ting price tags on every article dis- 
played in the store window. 

The Wilson Hardware Co., 
Boulder, Colo. 


E are heartily in accord with the 

practice of using price tags on 
merchandise displayed in store win- 
dows. It creates a spirit of confidence 
in the buying public, and increases the 
number of sales, as the buyers know in 
advance the cost of the article they are 
interested in, and buy. It also saves 
the time of clerks in looking up prices, 
answering questions, etc., as we found 
that they invariably bought when once 
in. 

Mine Supply & Hardware Co., 

Globe, Ariz. 


\ JE were rather surprised to learn 

from your recent letter that there 
is still left on earth some one who thinks 
goods in the show window should not 
be marked. 

From the above paragraph you will 
readily see that we strongly believe in 
price marking every item displayed in 
the show window. 

To our mind a show window without 
price cards is like an auto with the en- 
gine removed, as the price on the ar- 
ticle is what moves it out to the cus- 
tomer. Without a price it remains just 
what it looks like with its value unde- 
cided. 

Speaking from an experience of 30 
years, we would cite as an example the 
night window shopper. Most every day 
we have some customer phone or call 
in our store and say: “Send or give me 
such and such an article priced at so 
and so in your window.” This is con- 
clusive evidence to us that the price 
marked window pays. We concede win- 
dow prices must be right prices or 
harm may result. We cite the large 
chain stores and 5 and 10-cent stores 
who always mark their window display 
in plain figures. 

We cannot think of one single argu- 
ment for the non-priced window and 
shall look forward with interest to the 
articles which you expect to publish. 


Mead Hardware Co., 
Albuquerque, N. M. 


OUR letter requesting our opinion 

on the subject, “Price Tagging 
Goods in the Store Window” has come 
up for our discussion. 


We believe it would get the public’s 
confidence on some _ prices—that is, 
figures that are legitimate. 

We are very anxious to know what 
the final decision will be. 


C. W. Averill & Co., 
Barre, Vt. 


\ TE think that goods in store win- 
dows should not be tagged, as a 
good article will draw customers into 
the store, where they can ask the price, 
thereby giving the seller a chance to 
show the buyer. the different grades 
and prices on other articles they have 
for sale. If the articles are tagged and 
they don’t like the price, they walk on. 

We have noticed in the past that con- 
cerns who have a good reputation for 
carrying good lines do not tag the 
goods they show in the windows. 

Bad Axe Lumber Company, 
Bad Axe, Mich. 


A NSWERING your letter relative to 

the advisability of marking ar- 
ticles on display, will say that I am 
very much opposed to this plan. The 
object of an attractive window display 
is to gef customers inside your store, 
and where their curiosity is satisfied on 
the outside, they have nothing to gain 
by coming inside. 

Take this instance: Mr. A. sees an 
article in my window which attracts 
him and the price is not unreasonable, 
but with the instinct for a bargain, he 
moves on to the next hardware store, 
and as this particular item is not likely 
to be in their window display, he needs 
must go in my competitor’s store to in- 
auire about it. My competitor is given 
first chance to talk quality to him, when 
by all rights he is my customer. 

Another reason, it gives an under- 
handed competitor an advantage over 
you constantly, as he is familiar with 
your prices and can easily undersell 
you. 

I am perfectly willing, and indeed 
anxious, to have my goods in stock 
plainly marked, but not the articles in 
my window display. 

Al. G. Wright Hardware Co., 
Arkansas City, Kan., 
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“This young lawyer had very little practice” 


Colorado was with a bad account. When I left 

the house for my first trip I was handed a state- 
ment of this account and was told to collect it. I 
called to collect but I was put off with a lot of promises. 
I did not like the looks of the situation. I wired the 
house and they referred me to a very prominent firm 
of lawyers. I called on the head of this firm, a very 
pompous, stout gentleman, in a very handsome office. 
He told me to go out and gather up certain facts for 


O* of my first experiences upon my arrival in 


him. When I gathered these facts and called again he. 


sent me out on another errand. 

Now, I was anxious to sell goods and not put in my 
time chasing around for a fat old lawyer. I knew 
they would charge our house a big fee and it seemed 
to me I was doing all the work. I had met a young 
lawyer through one of my salesman friends, so I called 
on him and told him all about the.case. This young 
lawyer had very little practice, but he rubbed his chin 
and remarked, “According to the law of Colorado, it 
is only necessary to give bond and ‘attach.’ I believe 
from what you tell me that our attachment 
in this case would stick.” Then he _ remarked, 
“It is my idea that if you fool around with this ac- 
count much longer you will lose every dollar of it.’ 
Therefore, on my own responsibility I called on the 
prominent fat lawyer and took the case out of his 
hands. I put it in the hands of the unknown young 
lawyer and he “attached.” We collected our account 
100 cents on the dollar. It developed that the concern 
was in exceedingly bad condition and the other 
creditors after expenses were paid collected next to 
nothing. 
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By Saunders Norvell 


Chapter IV (Continued) 


—Colorado 


I had a curious experience in connection with this 
account. This same dealer owed a large amount of 
money to another hardware house in St. Louis. I 
hated to see this other house lose the money just be- 
cause it was a St. Louis house. Therefore, before 
we “attached” I wired them, asking them to send me 
their account and I would try to save it for them. . 
Now this telegram was sent just out of the goodness 
of my heart. I thought I would “attach” for both 
St. Louis houses at the same time. This house never 
sent me the account, and in the wind-up they lost 
several thousand dollars. I have never known why 
they paid no attention to my telegram. 

While we are discussing collections, I must tell 
another story of a failure in Denver. A very large 
retail concern went to the wall. The business was 


“Shovels were used in the valleys for irrigating purposes” 
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placed in the hands of a receiver. One day this re- 
ceiver called on me and said he had tried to sell out 
the stock but he could not get a single offer. “Now,” 
said this gentleman, “I have other business to attend 


“I occasionally visited the mines” 


to and I am tired of being a receiver. I want to get 
rid of this stock.” Then he proceeded to show me how 
the inventory had been taken. It is only necessary 
‘to say that in taking the inventory this receiver had 
certainly protected himself. The inventory repre- 
sented about 60 per cent of the actual value of the 
stock. ‘Now,” said this receiver, “if you should make 
an offer of about 50 cents on the dollar for this stock, 
upon my recommendation I believe the Court would 
accept it.” 

So I sent a telegram to E. C. Simmons and asked 
him to wire me credit through one of the Denver banks 
to put in a bid on this stock. I did not go into any 
details. I simply wired the stock could be bought at 
a very low price and I was sure that I could make 
money selling it. Mr. Simmons promptly wired me the 
necessary credit, I put in my bid and the Court sold 
me the stock. 


How the Stock Was Sold 


When I took possession I went around to all the 
other hardware stores in Denver. I told them I pro- 
posed to sell this stock out to the other dealers and 
the plan was to have all the dealers who wished to buy 
register in a book. Opposite each name was entered 
a number. Almost every hardware dealer in Denver 
registered. They wanted the stock wiped out without 
demoralizing the retail trade. When they were all 
registered we put slips of paper in a hat with the num- 
bers, and as these numbers were drawn out they were 
renumbered on the register. Then No. 1 had the first 
chance to buy all he wanted out of that stock. No. 2 
followed, etc. 

There was only one rule we adopted in selling the 
stock and that was that a dealer had to buy all of a 
line. For instance, when it came to files he had to 
buy all of the files—all of the enameled ware—all of 
the axes, etc. Asa result, as the stock was sold every 
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line was cleaned up. When we finished with one dealer 
we closed the front doors, packed up his purchases and 
sent them to him. Then we opened the doors and 
took on the next dealer. In a week’s time we closed 
out that entire stock. It amounted to about $25,000. 
We sold the goods at an average reduction of about 
25 per cent and we made a profit of 25 per cent. It 
helped the trade in Denver because a bankrupt stock 
was not thrown on the market. 


“Celerity in Action Is Everything” 


This story illustrates what chances E. C. Simmons 
would take when he happened to have confidence— 
even in a young salesman. In those days he certainly 
got quick action and, as Napoleon Bonaparte used to 
say to his generals, “Celerity in action is everything.” 

About this time the Maynard one-piece socket 
shovel was placed on the market by the Simmons 
Hardware Company. It was an entirely new depart- 
ure in a shovel. The house sent me samples and I 
remember carrying a round point “D” handle Maynard 
shovel over the territory with me. Of course, for a 
salesman to carry a “life size’’ shovel from store to 
store caused a good deal of ridicule on the part of his 
fellow salesmen. They wanted to know when I 
got a job on the railroad section. However, I stuck 
it out from town to town and I persuaded all of my 
customers to at least give me orders for a few of these 
shovels of the various kinds. Then I asked them to 
place these shovels at the front door of their stores 
with a tag on them reading “$2 each.” My price on 
the shovels was $10.50 per dozen. In some cases I had 
to tell these dealers if the shovels did not sell that I 
would take them back and credit their accounts. 
Slowly these shovels began to sell, and it was not long 
before a very good business was worked up on them. 
Very much to the surprise of my customers, consumers 
would buy these shovels, even at $2 each. This shovel 
experience was a striking illustration of how some 
goods would sell if the consumer is given a chance to 
see them. It was almost the universal judgment of 








“Bob 


the retail trade in Colorado in the beginning that 
these shovels would not sell. 

In Colorado there is a very large business on shovels 
in the valleys for irrigating purposes. One day when 
I called on a customer he showed me a Maynard shovel 
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that the local blacksmith had straightened out. He 
believed if this shovel was made without so much bend, 
like this sample, and especially if the shovel was made 
lighter, that it would sell like hot cakes as an irri- 
gating shovel. C. W. Gause, now in business in San 
Francisco, was at that time the buyer of shovels for 
the Simmons Hardware Company. I sent him this 
sample shovel by express and asked him if he could 
get the Maynard people to make up the goods very 
light in weight—if possible, not over 50 lbs. to the 
dozen. The original Maynard shovels weighed 65 lbs. 
to the dozen. After a good many experiments we 
finally got the irrigating shovel just right—very little 
bend in the gooseneck, almost straight, and about 55 
Ibs. to the dozen. We then sold these shovels for 
irrigating purposes and there was an immediate and 
tremendous demand. It was no trick at all after a 
year or two to sell Maynard shovels to retail dealers 
in lots of ten dozen and to some of the larger dealers 
in Denver in lots of fifty dozen. 

In St. Louis we had a line of handles made of 
second growth hickory under the brand “Nonpareil.” 
These handles were of most excellent quality. They 
were beautiful goods—very strong, straight grained 
and heavy. I found that several of our customers in 
the mining camps did a very large business in these 
“Nonpareil” handles, so I proceeded to carry samples 
to all of my trade, not only of striking hammer han- 
dles but also of axe handles, hatchet and hammer han- 
dles. I built up an immediate and very large business 
on these goods. They were very high priced and paid 
us an excellent profit. You must remember that the 
freight rates to these mining camps were very high— 
3 and 4 cents per pound—and therefore it did not 
pay them to pay such high freight rates on cheap and 
inferior goods. They only wanted the best, and when 
any line was shown them to be the best, there was no 
difficulty whatever about the sales. 


Introducing Handled Axes 


Then about this time we developed the idea—in- 
stead of selling axes and handles separately, to sell the 
axes handled. Up to this time only axes and handles 
of inferior quality were sold in that way, but Mr. 
Gause made arrangements by which we could sell any 
axe we had in the house with even the highest grade 
handles. This idea made a hit and so, instead of 
simply selling axes, we also sold handles, and naturally 
this increased our trade. 

Then about this time someone invented the Grellner 
Patent Axe Wedge. These wedges were so con- 
structed that they held the handle in an axe even in 
a dry climate such as Colorado. These wedges were 
used in our handled axes without any extra charge 
and they helped us very much in our sales. 


Specialty Sales a Help 


By introducing these specialties and working up a 
trade on them, even to the extent of occasionally see- 
ing mining superintendents and persuading them to 
use our shovels, handles, axes, etc., it can easily be 
seen that a business was established on these goods 
that made our sales safe and sure. As a matter of 
fact, many of our lines became so popular in Colorado 
that dealers had to buy from us, whether or not they 
admired the house or its representative! 

We brought out a new horse rasp called the “Ax- 
tell.” This was a very good rasp, but the Hellner 
rasp, made in Newark, N. J., had the call. All the 
trade wanted the Hellner rasps. Our young hardware 
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salesman, however, had the house send him fifty dozen 
Axtell rasps, 14 in. in size. Then he had all the good 
points of the Axtell rasp printed on a card and in 
Denver and on his trips to his various towns he called 
on the blacksmiths, made each blacksmith a present 
of an Axtell rasp and nailed up this card in the black- 
smith’s shop. Now remember this work was done 
many years ago when it was not the custom in the best 
families to do these things, but as a result there was 
a trade developed on Axtell rasps that I know lasted 
for many years. 


Ethics vs. a Big Order 
On my first trip to Leadville before settling down to 


sell either one of them, I called on both of the large 
hardware houses. One was the Tompkins Hardware 


‘ Company, John Foutz, brother of the baseball player, 


manager and buyer, and the other was the Cary Hard- 
ware Company. Then I sold John Foutz first. After 
selling him, I proceeded down the street to sell Bob 
Cary. Now both of these accounts were very large 
ones for my house and, naturally, I was very anxious 
to make a good impression. Imagine my surprise 
when Mr. Cary said to me, “I suppose you sold Tomp- 
kins some goods?” “Yes,” I answered, “Mr. Foutz 
gave me a nice order.” “Well,” said Bob Cary, “‘be- 
fore I buy my goods I would like to look over their 
order. Possibly ‘they bought some goods that I will 
need.” My heart jumped up into my throat. I knew 
instinctively that it was not right to show one cus- 
tomer another customer’s order, but Mr. Cary asked 
me to do it in such a matter-of-fact way that one 
would almost have supposed that this was customary. 


Ethics Wins Out 


I suppose I turned very red. I did not know 
what to do. I hemmed and hawed and finally said, 
“But, Mr. Cary, I have never yet shown one cus- 
tomer another customer’s order. I do not think it 


is good business.” Bob Cary appeared to be very 
angry. He told me if I would not show that order then 
he guessed they did not need any goods. Then he 
walked away and left me. Sadly I took my catalog 
and put it back in my catalog case. Sadly I snapped 
the locks and started for the front door. This was a 
fine beginning with one of the largest accounts the 
house had! As I put my hand on the door latch, Bob 
Cary called me back. “So,” said he, “rather than show 
Tompkins’ order you would pass up our business? You 
are certainly a blankety—blank—blank.” Then he got 
out his want list and proceeded to give me a very 
handsome order. Later Bob Cary, John Foutz and I 
became very good friends and Bob Cary intimated to 
me that his request to see the Tompkins order was 
simply to test me out. “If you had shown me their 
order,” said he, “I would have known that you were 
not made of the right kind of stuff to sell us goods.” 
For many years I sold both Bob Cary and John Foutz, 
but neither one of them ever again asked me about 
the other’s account. I have always, however, had an 
idea that there was a pretty strong inside combina- 
tion between the two rival hardware stores in Lead- 
ville. 

In Aspen, Colo., I also had two splendid accounts. 
One was the Tompkins Hardware Company, Arthur 
Morrell, buyer and manager, and the other was 
Messrs. Jones & King. Arthur Morrell was a very 
hard-working, conscientious manager. For years he 
bought a great many goods from us. Afterward he 
went into business on his own account as the Morrell 

(Continued on page 56) 
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John L. French selling paint 


How’s This? 


how’s this? 

John L. French, 38, a man who 
has been in the hardware business 
since he was seventeen years old, left 
his job as assistant manager of the 
Perth Amboy, N. J., store of the 
Elizabeth Hardware Co., July 1, 1922, 
and bought out a dying business in 
Manasquan, N. J., On Oct. 1, 1923, 
he put in $700 worth of paint. On 
Dec. 1 he had turned over his paint 
stock one and a half times. 

French bought the Manasquan 
business for $14,000. Today the 
stock and fixtures alone are worth 
more than $20,000. His store is now 
regarded as the paint headquarters 
of this sea-coast town, which has a 
winter population of 2500 people and 
a summer population of 5000. 


Show's thi about paint turnover, 


Eighty Gallons in a Week 


About four weeks after he had put 
in his paint stock French secured the 
cooperation of the manufacturer and 
held a paint demonstration sale, 
which lasted a week. During that 
week he sold eighty gallons of paint. 

He circularized every taxpayer in 
the town and ran ads in the news- 
papers. He gave little trinkets, such 
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OHN L. FRENCH, the 

Manasquan, N. J., hard- 
ware dealer, who has turned 
over his paint stock one and 
a half times since Oct. 1, is a 
constant reader and believer 
in HARDWARE AGE and 
his own want book. He be- 
lieves in keeping informed 
about the news of the trade, 
and in applying ideas used 
by other merchants to his 
own business. He also be- 
lieves in keeping himself in- 
formed at all times about 
what his customers need. 

“Even though a man only 
gets one suggestion a year 
from his trade paper,” he 
says, “if he uses the sugges- 
tion right, his subscription 
to the paper will be paid five 
times over. 

“The hardware dealer who 
doesn’t follow the trade 
press and his own want book 
every week,” he recently de- 
clared, “is losing money and 
doesn’t know it.” 








in his store at Manasquan, N. J. 


as vanity cases, to school children 
who turned in to him the names and 
addresses of twelve or more property 
owners. By this method he obtained 
more than 400 names and addresses, 
and to these people he sent special 
letters. 

To every woman customer who 
came into his store—and women con- 
stitute 30 per cent of his\trade—he 
gave away market bags made of 
heavy brown paper on which was 
printed his name and address and 
the statement that he was the local 
agent for Wetherill paints. He still 
gives these bags away and, needless 
to say, they are very popular. 

During the demonstration sale he 
gave away with every quart can of 
paint a 2 in. brush and with every 
two-quart can a 214 in. brush. Every 
customer who entered the store dur- 
ing that week was asked to write 
his or her name and address on a 
stub, and in that way he obtained 
additional names for his mailing list. 


Service and Quality the Slogan 


Among the things that make the 
French store popular in Manasquan, 
aside from the personality of its 
owner, are the special services it 
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renders to customers. The slogan of 
the store is service and quality. 
French makes it a special point to 
deliver goods to customers anywhere 
within a radius of five or ten miles 
of his store. If he hasn’t some par- 
ticular article that is called for in 
stock, he gets it as promptly as pos- 
sible. He always make good and 
attempts to satisfy every one of his 
customers. 

French is particularly enthusiastic 
about the Wetherill paint display 
rack. It is made of steel and the 
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shelves are adjustable. It stands out 
on the floor of the store so that cus- 
tomers may go on either side of it 
and make their own selections. He 
keeps a price card on it at all times 
and every can on the rack is listed 
so that’a customer may see for him- 
self the quantity and price at a 
glance. 

Incidentally, French is a great be- 
liever of the Save the Surface cam- 
paign and uses a great deal of Save 
the Surface literature in his selling. 
He plans to increase his paint stock 
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next year, and believes when the 
summer trade starts that he will 
mtore than double his business. 

Last November French ran for 
alderman and received the largest 
vote in the town. They say in 
Manasquan that he will be mayor 
within a few years. He takes an ac- 
tive part in all community activities, 
and although he has only been a 
resident of the town for a year and 
a half, he is now one of the best 
known and one of the most respected 
citizens there. 


Forty Years of Hardware 


Hardware Company in Cripple Creek. For some rea- 


(Continued from page 54) 


I have 


in Denver, Colorado Springs and Pueblo. 


I thought 


son I lost the friendship of Arthur Morrell. 
never known why. For him I have always had the 
greatest respect and admiration. He always treated 
me very well indeed, and as I look back over the years 
I have wondered who it was or what it was that led 
to the change in his attitude toward me. 

A. E. Jones, the other hardware dealer in Aspen, 
afterward went into the real estate business in Den- 
ver. On a visit to Denver last year I had the pleasure 
of meeting him, and we enjoyed chatting about the 
good old times. 


Hospitality Loses an Account 


A salesman is frequently put in a very embarrassing 
position when he has two good accounts in one town. 
Sometimes one of the dealers is led to believe by a 
competitor that the salesman prefers the other dealer. 
I remember one case where I sold two dealers in a town 
and I liked both of them equally well. They were 
both good friends. I happened to be in this town on 
Sunday and one of these dealers asked me out to his 
house for Sunday dinner. Afterward we were sitting 
on his front porch smoking when the other dealer 
walked by. This other dealer did not greet us and, 
strange to relate, I was never able to sell him again. 
I called on him and, of course, I did not dare sug- 
gest that he quit me simply because I accepted the hos- 
pitality of his competitor. This experience simply 
illustrates how a poor salesman sometimes loses an 
account when he, as a matter of fact, would much 
prefer the account to a Sunday dinner and a cigar 
afterward! All of us in this world should learn to be 
tolerant and to make allowance for the other fellow. 


The Man with the Plug Hat 


In this connection I must tell of a mix-up I had with 
the manufacturers of a well known line of builders’ 
hardware. Their salesman was a very handsome man 
and he also always wore a plug hat. For obvious 
reasons I will.not use names. This gentleman came 
regularly to Colorado and called on the large buyers 


this was all right, as some of these buyers bought in 
large enough quantities in the builders’ hardware line 
to buy direct. However, one day on the train to Aspen 
I met my builders’ hardware friend with the plug hat. 
I took a seat with him and inquired how it happened 
that he was going to a small town like Aspen. He 
was evasive in his reply. I made up my mind that 
while he had a right to sell goods in the large jobbing 
cities, it was not a square deal for him to go to my 
smaller towns. I determined that some action was 
necessary. In my catalog I had the costs on his 
line of builders’ hardware, especially a new line of 
locks they were just bringing out. We arrived in 
Aspen in the evening. I called on the trade and told 
them that I had some especially low prices on these 
particular locks. Then I wrote out a list of the num- 
bers and quoted the goods at our actual jobbing costs. 
The next day they gave me their orders for these 
locks and, I noticed, in pretty fair quantities. 


“Quite Right,” said Mr. Simmons 


A few weeks afterward I received a long letter from 
Mr. Simmons asking why I had sold this line of 
builders’ hardware at cost in Aspen. It was evident 
that my prices had been reported to the manufac- 
turers and they wished an explanation. I wrote Mr. 
Simmons a letter explaining the situation fully and 
requesting him very politely to request this manu- 
facturer to keep their salesman with the plug hat out 
of my small towns unless they wished the prices on 
their goods demoralized all the way down the line. 
I also informed Mr. Simmons that if any more manu- 
facturers thought they could sell goods in the small 
towns in Colorado, to send them on and that our 
“gvang”’ were out there ready to give them a run for 
their white alleys. Mr. Simmons wrote back to me 
that he thought I was “quite right.” My letter was 
forwarded to these manufacturers in the East, and I 
noticed afterward that the gentleman with the silk 
hat never again visited my small towns! 


(To be continued) 
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Hardware Profits 


in Hours, Minutes 


and Seconds 


ANY thousands of men and 
boys carry watches today 
that are ticking hardware 

profits. That is, these watches were 
bought in hardware stores. 

It wasn’t so many years ago that 
whenever a chap thought about buy- 
ing a watch he forthwith turned his 
steps toward the local jeweler’s shop 
and, if he found what he wanted, 
he left his money there. 

Today the situation is quite differ- 
ent. The jeweler is still here and 
seems to be just as busy as ever, but 
the hardware dealer has become an 
ex-officio member of the fraternity. 

With increasing number, since 
that day when a certain watch manu- 
facturer made the erstwhile dollar 
famous through his product, more 
and more hardware stores have 
found that a line of inexpensive 
watches easily become fast-moving 
merchandise. 

Some items of the hardware stock 
sell best in the city, others in the 
country, but a cheerful aspect of 
this watch business is the fact that 
their reception by the buying public 
is universal. The city mechanic, 
laborer, sportsman and student need 
one of them; so does the farmer, 
the teamster, the milk-station worker 
and the carpenter. So you see your 
store location is invariably a favor- 
able one for this interesting line. 

With this general survey of the 
market, how can the dealer enter it 
locally ? 

Several Reliable Lines 


As to product, there are several 
perfectly reliable manufacturers 
offering watches to the trade today. 

Of the better known brands, it 
would appear that their watches are 
being tremendously taken up by the 
public at present writing, and with 
this criterion of salability there is 
no reason why any hardware dealer 
should not get a splendid share of 
these sales. This is particularly true 
with reference to your stores, for the 





Every growing 
boy needs a watch 
but it’s a mistake 
to let one carry 
an expensive 
timepiece. Here’s 
the hardware 
dealer’s oppor- 
tunity. 














very reason that the class of cus- 
tomers who are absorbing this out- 
put almost faster than it can be pro- 
duced are folks who are calling on 
you every business day of the week. 


Dealer Helps 


Recognizing the extreme value of 
display, some of the prominent manu- 
facturers have had made up for their 
dealers unusually attractive displays 
featuring the entire line of inex- 
pensive watches, with a distinct ap- 
peal to practically all classes of pros- 
pects who may be interested. 

Thus it is evident that the pro- 
gressive dealer who makes a success 
of the sale of watches in his store 
uses these dealer helps which have 
been prepared for him. 

Often some special store or window 
fixture is included with an assort- 
ment, thus enabling the merchant to 
display the watches to good advan- 
tage. 

From observation and inquiry, we 
recommend this matter of display 
very highly. 

With the present Federal tax on 
the sale of watches, there is no ques- 
tion as to the turnover each month, 
and so when we walk into the hard- 
ware store where the average month- 
ly sale is a comfortable one, we gen- 
erally find the watch layout in a 
prominent place in one of the front 
cases. 


For the foundation of this local 
watch business, these hardware 
stores keep the idea of inexpensive 
watches before their local public at 
fairly frequent intervals through 
the media of their display windows 
and their store advertising. 

There’s nothing like becoming 
locally established as a “head- 
quarters” in any line, whether it be 
sporting goods, flashlights, auto ac- 
cessories or watches, for that’s what 
keeps folks coming after they once 
get the habit. You must instill 
this habit. 


Watches, Knives and Razors 


Inasmuch as your big sale of 
watches will go to men and boys, we 
suggest that you place watches in 
the case, near pocket knives and 
razors. Dealers tell us that a fair 
volume of display attracts attentiaqn. 
In other words, it seems that there 
is something compelling about an 
outlay of two or three dozen watches 
in a display case. 

Many a chance customer will come 
in for some other purpose, glance 
at the case as he passes by, reach 
impulsively for his own watch, only 
to remember that this watch (which 
he refers to as his “best watch’) is 
at the jeweler’s for repair. 

In ever so many instances a sale 
is made right then and there. 





(Continued on page 68) 
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“The “Telephone ac a Sates Cosel 


OQ of the most popular games of my kid days 


was telephoning. We used to get a couple of 

bright tin cans, punch holes in the bottom, and 
connect them with a hundred feet or so of heavy cord. 
The cans acted both as transmitters and receivers. 
Then from behind trees, fence corners or boxes, we 
would establish crude telephone connections. As I 
look back I seem to remember that we shouted loud 
enough to be heard without the aid of the tin can 
apparatus, but we enjoyed the conversation immensely. 
Human nature hasn’t changed much since that time. 
Kids still play with toy telephones, while their elders 
still pin their faith to the real thing. 

There is an element of fascination about a telephone. 
The majority of people like to receive ’phone calls. 
They regard the tinkle of the ’phone bell as a mark 
of personal attention. With this in view, the tele- 
phone becomes one of the greatest assets the retail 
store has for increasing sales. 

However, selling over the telephone differs greatly 
from selling over the counter. There are, of course, 
the same three steps leading to the sale, but they must 
be handled differently. We must have the proper ap- 
proach, then the creating of favorable attention, and 
then the awakening of desire. These must all be 
attained without the strongest factor in over the 
counter selling—the actual showing of the merchan- 
dise. Naturally the question of voice comes up first. 
If your voice sounds cold, hard, raspy or whiny over 
the wire, then it’s up to you to keep away from the 
*phone or cultivate a more pleasing tone. The matter 
of approach over the ’phone is largely a matter of 
voice, coupled with an intimation of service, and an 
implied compliment to the customer. For example, 
Jones gets in a shipment of fine glass baking ware. 
He calls up Mrs. Smith and his approach is something 
like this: “Geod morning, Mrs. Smith, this is Mr. 
Jones of the Jones Hardware Co. We have just re- 
ceived a shipment of very beautiful and serviceable 
glass baking ware. Knowing that you are always in- 


terested in anything especially fine for the kitchen, 
I am calling up to tell you about it.” 

A talk of this kind, in a pleasant tone, will generally 
be taken as a compliment and will help to create favor- 
able attention. Then comes the awakening of desire, 
which is accomplished by telling her about the ware, 
its beauty, its usefulness and what it will do to make 
her culinary efforts more attractive and more appetiz- 
ing. As you cannot place the article in her hands, the 
description must be such that it will bring a picture 
of the article to her mind. Telephone sales require 
much more in the way of descriptive talks than do 
those in the store proper. They also require more 
tact in the way of implied compliments to the cus- 
tomer., In fact, the greatest lever in the ’phone sale 
is the implication that the customer is one whom the 
salesman wishes particularly to favor. 

Often the sale is completed over the ’phone and the 
article sent out on approval. More often the ’phone 
call results in the customer coming to the store to look 
over the line mentioned. This gives an opportunity 
for added sales in other lines. 

The constant use of the telephone in selling requires 
a carefully prepared list of customers, grouped accord- 
ing to the merchandise each type of customer could 
use to advantage. It means a list of the houses wired 
for electricity, a list of the better class homes, a list 
of farmers, a list of mechanics, a list of automobile 
owners, etc. It also means careful attention to all 
shipments of new goods and specialties, as well as to 
the items which are seasonable. Finally, it means 
very careful, courteous treatment of those brought 
into the store through the medium of the ’phone call. 


Heer 8 brea _ 
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EDITORIAL COMMENT 


The Other Side of the Question 


URING the past few years the subject of 
stock turnover has received more atten- 
tion from business men than possibly any 

other merchandising problem. This is as it 
should be, because in a highly competitive era 
such as this, stocks must be turned frequently if 
success is to be attained. 

However, many merchants have become im- 
bued with the mistaken idea that the entire 
matter of stock turn is one of radical stock 
reduction. Nothing could be farther from the 
truth. Lack of proper stock has just as much 
to do with inadequate turnover as over-stock. 
Intelligent sales effort, service, store arrange- 
ment, system and display all have a direct bear- 
ing on the solution of the stock-turn problem. 

According to one well-known retail hardware 
merchant, the first step toward the attainment 
of adequate stock turn is the departmentizing 
of the business. This, with the aid of proper 
department records, allows the merchant to know 
what departments and what lines of merchan- 
dise are paying. It localizes effort and makes 
it easier to “spot” the slow movers. It affords 
an opportunity to study certain departments 
and definitely locate the reasons for slow stock 
turn. 

True, it is often found that a department 
carries too large a stock of certain items and 
too many duplicate lines. Practically always the 
merchant discovers that he has too many of the 
large and small sizes. Frequently he learns that 
the items he regarded as “best sellers” are in 
reality “shelf warmers,” while some despised 
line is revealed as a “seller” and a profit maker. 

Last year, a New England hardware dealer 
made a detailed study of his paint department. 
Before starting, he set down on paper his own 
estimate of colors and sizes which turned most 
often, and had his paint salesman make a similar 
estimate. Then he went over his invoices for 


two years, tabulated the amounts of each color 
and size purchased, and took an inventory of the 
stock on hand. The figures showed that the esti- 
mates of both the merchant and his salesman 
were poor guesses. 

The investigation also brought to light the fact 
that two of the most popular colors had been 
continually short, and that there was not enough 
of either in stock to complete a fair size paint 
order. A check up of the trade territory was 
made, which proved conclusively that the firm 
had lost dozens of profitable paint jobs because 
they were out of the desired colors. A rear- 
rangement of the stock left it with practically 
the same paint investment, but with a much 
better proportion of colors and sizes. This year 
the rate of turnover in the paint department has 
jumped from three to six. 

Only recently the editor of HARDWARE AGE 
looked over a merchant’s line of tools, in which 
the rate of turnover was low. It proved to be 
an exceptionally well assorted line, bought in 
reasonably good proportions. The fault was in 
the selling. The line had been neglected from 
the sales angle. A series of good displays, 
backed by an intelligent selling campaign, re- 
sulted in more tools being sold in two months 
than had been sold in the preceding six months. 

The point of all this is that turnover is fre- 
quently kept down and distribution costs kept 
up through the dealer’s lack of knowledge as to 
the requirements of his trade territory. He 
carries too many of some items, too few of 
others, and often fails to acquaint the public 
with what he carries. 

When a customer places his first order away 
from home he usually does so because he believes 
that the local merchant cannot supply his wants. 
There is as much danger in short stocks as in 
long ones. It is more a question of proportion 
than of quantity. 





GUUUNNUN AANA ERAUUD ESA AANA TTL. LeLLLLEcLLLGee LGC Cee eee 





HARDWARE AGE 


December 20, 1923 














CURRENT NEWS 








Ten Years More of Building Boom 


Foreseen by A. T. Simonds 


New England Associates 
and Dealers Attend 
Big Boston Meeting 


Sargent, Soule and Thompson 
Deliver Addresses 


While not given to prognostication, 
Alvan T. Simonds, president Simonds 
Saw Co., Fitchburg, Mass., who has 
given much time, study and money to 
economics, and who is an authority on 
the subject, held out encouragement to 
business during the next four months 
at least, to those who attended the third 
get-together of the New England 
Hardware Dealers’ Association, Hard- 
ware Associates and clerks, Friday 
evening, December 14, at the City Club, 
Boston. Mr. Simonds is of the opinion 
that during the next ten years the 
builders’ hardware business will be 
25 per cent above the average of 1913. 
We have not, he said, made up for the 
lack of building during the world war. 

He also spoke against restricted im- 
migration. He believes if continued it 
will hold back our national prosperity. 
Personally, he does not fear too many 
foreigners in this country, socialism or 
any other ism, and he cited conditions 
in his home town, showing that men 
and women of foreign birth have be- 
come thoroughly Americanized, as all 
foreigners will if given an opportunity. 

Speaking of taxation and the bonus, 
he said that if granted, not one penny 
will be paid by the rich men of this 
country. The burden of the bonus will 
be passed on to the consumer. The 
rich can always find a method of 
passing taxation to the consumer. 
Mr. Simonds during his talk gave many 
interesting sidelights on the business 
of his company. 

Murray Sargent, Sargent & Co., New 
Haven, Conn., builders hardware, was 
the second speaker of the evening. 
His talk was very largely a history of 
the firm he represents and of those 
who founded it. The company origin- 
ally was located in New Britain, but 
was installed in its present location 
during the years of 1862, 1863 and 
early 1864. Originally the firm em- 
ployed 160 and manufactured a line of 
1,000 items. In 1887 the rmumber of 
employees rose to 1,700, and since then 
the maximum has been 3,500. Deduc- 
tions from his talk were these:—Hard 
work is the keynote; hard work with 
knowledge, with judgment, with far- 
sightedness and with enthusiasm spells 
success not only in manufacturing. but 
in the retail hardware business. 

Llew Soule, editor of HARDWARE AGE, 
was the third and last speaker of the 
evening. His talk was in the form of an 
appeal for the man behind the counter. 
Having been a hardware clerk and the 
owner of a retail hardware store he 
said he felt for both the clerk and the 


| retail dealer perhaps more than gen- 
erally realized. Mr. Soule gave some 
| statistics covering an investigation in- 
| volving retail stores of all kinds. 
| These statistics showed the average 
man in the retail store spent his time 
as follows: selling 15 per cent; walk- 
| ing 30 per cent; handling goods 15 per 
cent, cleaning, etc., 15 per cent; useless 
| conversation 10 per cent and loafing 15 
per cent. 

He then gave specific ways of reduc- 
ing percentages where necessary. For 
instance, the rearrangement of store 
plan can reduce the walking percentage 
to 15 per cent, and in some cases he 
knows where it has been cut to 8 per 
cent. Handling can be reduced by 
placing one man in charge of marking 
goods and limiting the time when such 
work shall be done; useless talk can 
be reduced by the proper laying out of 
work by the employer and a liberal 
education by the management on store 
policy and work. Loafing, declared 
Mr. Soule, is the black spot against the 
retail dealer. It is his fault alone. If 
the clerk or man behind the counter is 
given the proper education, and encour- 
agement, he will become so. interested 
in his work, every minute of his time 
will be well employed. 

L. W. Thompson, Woburn, Mass., 
president of the New England Hard- 
ware Dealers’ Association, presided at 
the meeting. He introduced Arthur C. 
Lamson, Marlboro, Mass., as toastmas- 
ter. 


Woodbridge Advertising 
Mgr. for Frank Rose 


S. F. Woodbridge, Jr., has been ap- 
pointed advertising manager ‘of the 
Frank Rose Mfg. Co., Hastings, Neb. 
Mr. Woodbridge was formerly advertis- 
ing manager of the Wright & Wil- 
helmy Co., Omaha, Neb., and previously 
had been connected with the advertising 
departments of several large dailies 
— spent some time in catalog 
work. 








Paint Men Feéte Peggy 
Wood 


Because the play, “The Clinging 
Vine,” is said to depict the ro- 
mance of the paint manufacturing 
industry, Miss Peggy Wood, the 
leading lady, was recently ten- 
dered a luncheon by the Cleve- 
land Paint, Oil and Varnish Club 
at the Cleveland Athletic Club, 
and the entire cast was invited to 
attend a dance following one of 
the performances by the Save ‘he 
Surface Salesmen’s Club of Cleve- 
land. 








|Inter-State Merchants Meet 
at Chicago Feb. 5-6 


| The relation of the employer and the 
'clerk and the advisability of offering 
bonuses and commissions as a means of 
stimulating interest, are to be dis- 
cussed at the fifth semi-annual conven- 
tion of the Interstate Merchants’ Coun- 
cil, to be held at the Hotel LaSalle, 


| Chicago, Feb. 5-6. 


Among other questions to be dis- 
cussed are chain store and catalog 
house competition on staple items, turn- 
over, is the small town doomed? cut- 
price competition, putting the busi- 
ness on a cash basis, the advantages 
of direct mail advertising over news- 
papers, if any; employment of special 
sales operators, billboard advertising, 
ete. 

Reduced railroad rates of fare and 
a half will be allowed, as usual, on the 
certificate plan. we 

The Interstate Merchants’ Council is 
| composed of retailers in all lines, and 
evidently it is felt that the question is 
great enough to warrant discussion in 
all trades. 


New Supplee-Biddle Price 
Service to Dealers 


A price service, covering its line of 
hardware staples and specialties, is now 
being issued every two months by the 
Supplee-Biddle Hardware Co., Philadel- 
phia, Pa., for the confidential use of re- 
tailers. The various items, listed in the 
service, which is in the form of book- 
lets, are illustrated and described, the 
net prices being given for all items. — 

The company also recently issued a 
new toy catalog, containing seventy-two 
pages, and in which its line of toys are 
fully illustrated and described. 


Ney Mfg. Co. Buys Out 
Harris Mfg. Co. 


The Ney Mfg. Co., Canton, Ohio, has 
recently bought out the Harris Mfg. 
Co., manufacturer of stanchions, Salem, 
and has moved its equipment to Canton. 


H. W. Colton Purchases B. G. 
Sears Business 


Hiram W. Colton, West Harwich, 
Mass., has recently purchased the hard- 
ware business of Burton G..Sears. Mr. 
Colton is planning to expand the busi- 
ness and is requesting catalogs and 
prices from manufacturers and job- 
bers. 


F. E. Babcock Opens Store 


F. E. Babcock is opening a new store 
under the firm name of Pawcatuck 
Hardware Co., at Westerly, R. I. 
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A Tribute to the Late 


Oscar C. Rixson 


An unusual tribute has been paid to | 


the memory of the late Oscar C. Rixson, 


president of the Oscar C. Rixson Co., | 


Chicago, Ill., who died Oct. 27 last at 
Chicago. His friend, Joseph A. Rich- 


ards, recently wrote the following trib- | 


ute in The Bible To-Day: 
“As I sat down to luncheon the other 
day at the Transportation Club, having 





| R. W. Lindsay, H. E. Webster, W. G. 
| Andrews, W. P. Werheim, P. H. Malen- 
| chini. Interment was made at Forest 
| Lawn, Buffalo. | 

Among the many floral tributes were | 
several pieces from the employees of | 
the company who attended the services, | 
lattesting the affectionate regard in | 
| which Mr. Waterbury was held by the | 
entire organization. 
| James Holley Waterbury was born 
|in Brooklyn, N. Y., Jan. 1, 1881, son of | 


| 


heard of the home-going of my good | 


friend and fellow believer, Oscar Rix- 


son, a captain from among the waiting | 


staff at the club came to me and asked 
if I had heard of Mr. Rixson’s death. 

“And then he said, ‘Mr. Rixson al- 
ways used to ask for you when he came 
into the dining-room.’ ‘Well,’ said I, 
‘you know how I always asked for him.’ 

“And I think ours was a peculiar at- 
tachment, which generally expressed 
itself in a mutual breaking of bread 
there in that clamorous club. The bread 
was almost always heavenly, and many 
a time were we conscious of the pres- 
ence of that same Christ who was 
known to the two at Emmaus in the 
breaking of bread, if not in bodily 
form, in that blessed mysterious per- 
sonality, the Holy Spirit. 

“Often, as we talked, the Bread of 
Life would be taken from our pockets 
while we shared with each other some 
crumbs of comfort, some slice of 
strength from the loaf. 

“Ah, indeed, I shall miss Brother 
Rixson; so refreshing was his wit and 
his sallies of hard common sense, ap- 
plied to business problems and the 
topics of the day. But, above all, shall 
I need the more to depend upon the 
risen Lord Himself, now that Brother 
R. is out of sight and hearing, because 
his reverent, loving and appreciative 
knowledge of Him as the revelation of 
the Heavenly Father’s love has been 
for so long a time a blessing to me. 

“What shall I say more save this, 
that the Better Country is still more 
attractive to me for the eternal fellow- 
ship I hope to have with my friend, 
Osear Rixson.” 


Obituary 
Chas. A. Peckham 


Charles A. Peckham, director the 
Hardy Paint & Varnish Co. and _ the 
Burdick Hardware Co., Toledo, Ohio, 
died recently from a stroke of apoplexy. 


James H. Waterbury 


James H. Waterbury, for twelve 
years resident manager of Pratt & 
Lambert, Inc., manufacturer of varnish 
products, Buffalo, N. Y., died on Dec. 8 
at the Buffalo General Hospital, follow- 
ing a brief illness. Funeral services 
were held on the afternoon of Dec. 10 
at the family residence, 15 Argyle 
Park, the Rev. C. D. Broughton, rector, 
Church of the Ascension, officiating. 

The following Pratt & Lambert offi- 
cials and former associates of Mr. 
Waterbury acted as pallbearers: J. H. 
McNulty, A. D. Graves, F. W. Robinson, 


James H. Waterbury 


the late Charles M. and Julia (Calef) 
Waterbury. After completing school in 
his native city, he attended a private 
school near Philadelphia, Pa. 

He began his business career in the 
New York office, Pratt & Lambert, Inc., 
January, 1898, going to Buffalo as as- 
sistant resident manager in 1910, and 
being made resident manager in 1911. 
As resident manager, Mr. Waterbury 
saw and participated in the develop- 
ment of the*business with which he was 
actively connected up to the time of his 
death. 

He was a member of the Buffalo 
Chamber of Commerce, Buffalo Club, 
Buffalo Athletic Club, Park Club, Auto- 
mobile Club of Buffalo, Buffalo Paint, 
Oil and Varnish Club, and many other 
organizations. 

In New York City, in 1905, Mr. 
Waterbury married Miss Ethel N. 
Whiteman. Besides his wife, Mr. 
Waterbury is survived by two sons, 
James H., Jr., thirteen, and John A., 
eight, and a brother, Herbert, of Los 
Angeles. 


Julius C. Birge 


Julius C. Birge. vice-president Ames 
Shovel & Tool Co., St. Louis, died at his 
home in that city on the evening of Dec. 
8. after a month’s illness of kidney trou- 
ble. He was born at Whitewater, Wis., 
in 1839, the first white child born in 
Walworth County. He spent several 
years in the far West as a young man, 
and wrote a book, “The Awakening of 
the Desert,” in which he told of his ex- 
periences. He went to St. Louis in 
1866, and established the St. Louis 
Shovel Co.. which became the Ames 
Shovel & Tool Co. in 1902. 








New 


Pyrex Sales 


Policy for 1924. 


Decimal Pricing, Uniform Costs 


and Direct Replacements 
Effective Jan. 1. 


The adoption of the decimal system, 
the establishment of one price to con- 
sumers all over the country, and of 
direct replacements from consumer to 
factory, constitute the important fea- 
tures of the new 1924 policy of the 
Pyrex Sales Division, Corning Glass 
Works, Corning, N. Y. 

The announcement of the 1924 policy 
by the Corning Glass Works is in part 
as follows: 

“The 1923 factory list prices will not 

be changed, but beginning Jan. 1 Pyrex 
will be sold to the consumer at one 
price the country over, with the deal- 
er’s percentage of profit uniform 
throughout the United States. 
; “Beginning Jan. 1, Pyrex will be 
invoiced to all dealers at net unit 
prices. Terms will be 2 per cent for 
cash ten days from date of invoice, or 
net thirty days. 

“Dealers will be relieved from the 
annoyance of replacing ware under our 
Pyrex guarantee. All replacements 
will be made to the consumer direct 
from the factory, promptly upon re- 
ceipt from the consumer of any dishes 
broken in actual oven use. 

“Our dealers’ service department will 
have store window and consumer ad- 
vertising in great variety for free dis- 
tribution. 

“We have ready for you on request 
stock inventory cards which will enable 
you to keep accurate records of your 
stock, sales, wants and turnover.” 


Anderson Oil Engine Co. 
Formed 


The Anderson Oil Engine Co. has 
been organized at Anderson, Ind., and 
will take over the plant of the Ander- 
son Foundry & Machine Co., now in the 
hands of the receivers. The new con- 
cern, it is said, will have a capital of 
$600,000. 


Co. 


Alliance Vitreous China 
Enlarges Equipment 


The Alliance Vitreous China Co.. Al- 
liance, Ohio, has put in three new kilns 
to take care of the greatly increased 
demand on decorated white ware. The 
company is owned by the George H. 
Bowman Co., Cleveland. 


Sidney Hardware Co. Moves 


The Sidney Hardware Co., Sidney, 
Ohio, has moved into a new location 
where larger facilities, new fixtures 
and larger windows are provided. 
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Western Retailers to Get 
Special Railroad Rates 


A rate of one and one-half fare on | 
the certificate plan has been granted 
the Western Retail Implement and 
Hardware Association for the conven- | 
tion of that association, to be held in 
Kansas City, Jan. 15, 16, 17, 1924, from | 
points in Colorado, Iowa, Nebraska, | 
Illinois, Kansas, Missouri, Oklahoma, | 
Arkansas (including Memphis) and 
Texas. 

The certificates which show the pur- | 
chase of tickets on Jan. 11 to 17, inclu- | 
sive, when validated, will be honored | 
for return ticket at one-half fare if 
presented not later than Jan. 21, 1924. 
All certificates will have to be pre- | 
sented at the secretary’s desk in the | 
Coates House lobby for validation. 


Portland Firm to Move 


The Builders’ Hardware & Supply |. 


Co., Inc., wholesalers, Broadway and 
Ankeny Streets, Portland, Ore., is to 
remove Jan. 1 to a new building now | 
being erected at 7 North Park Street. 

The company’s new quarters will af- | 
ford 10,000 sq. ft. of floor space, ap- 
proximately five times that of its 
present building. A sample room will 


| capital. 


HARDWARE AGE 


be located on the second floor and the 
building equipped with steel shelving 
throughout. 
templating the addition of a complete 


line of mechanics’ edge tools to its | 


present lines. 


Heyburn May Build Large 
Sky-scraper 


William Heyburn, president of the 
Belknap Hardware & Mfg. Co., Louis- 
ville, Ky., is said to be planning to 
erect a new 12-story sky-scraper on 
Fourth Street near the new Brown 
Hotel. The Belknap Hardware & Mfg. 
Co. recently moved into the large addi- 
tion to its plant, which was illustrated 
and described in HARDWARE AGE last 
February. 


Brunswick Hardware Co. 
Incorporates 


VYhe Brunswick Hardware Co., 
Brunswick, Me., has incorporated under 
the laws of that state with a $20,000 
Forrest R. Treworgy, Dan- 
forth, is president; and Harold R. 
Treworgy, treasurer. Tihese gentle- 
men and Ernest Purington, Bruns- 
wick, are directors. 








The company is now con- | 
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New Empire Level Factory 
Completed 


The new factory addition of the Em- 
| pire Level Mfg. Co., manufacturer of 
levels, Milwaukee, Wis., which has been 
in the course of construction operation 
| for the past six months, has recently 
been completed. 

The construction presented a difficult 
problem, because it was necessary to 
carry on the work at a time when pro- 
duction was being doubled. This nat- 
urally involved considerable engineer- 
ing skill to carry on the building opera- 
tion with absolutely no interference 
with the regular factory routine. 

The Empire Company now has one of 
the most modern factories of its kind in 
the country. The floor space has been 
more than doubled. This, together with 
the more scientific arrangement of the 
| different operating steps, increased pro- 
_ duction possibilities over 300 per cent. 





| Tool Co. to Move 


The Hearing Tool Co., Columbus, 
Ohio, will move to Millersberg, Ohio, 
where it will remodel and occupy the 
Smith & Schott factory building. The 
Hearing Co. will manufacture steering 
wheels, spark plugs and other automo- 
bile parts. H. W. Unkle is vice-presi- 
dent and general manager. 








Bill Bump’s Radio Department Speaks for Itself 





MY RADIO SALES ARE SO GOoD THAT N 
I DON’T HAVE To THINK MUCH ABOUT 


THE DEPARTMENT— BUT THATS NO 
REASON FOR NOT TH/NKING- 
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SPEAKER OVER THE 
DOOR GIVES MEA 
EACH OF AN IDEA 



































(NOW, JIM, TAKE A MICRO— 
PHONE AND CONNECT 
IT THROUGH A TELEPHONE 
TRANSFORNER AND TUBE: 

TO THE POWER AMPLIFIER! 
AND LOUD SPEAKER— 
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(AND WHEN THE CONCERTS 


/\ARE OFF—-WELL USE THE 
HORN TO TELL ABOUT NEW 
HOOK-UPS, NEW MERCHANDISE) 
AND ALL THAT~ SEE 
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FREQUENCY TRANSFORM. 
ER, AND OTHER PARTS 
USED INTHIS NEW 

HOOK-UP ARE SHOWN 
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IN THE WINDOW—-A 
COMPLETE PLAN MAY 
BE HAD /NS/IDE 
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THE NEXT 








SILENT PERIOD— 


[FINE BUSINESS-Tor0RR 

\JIM-J'M GOING TO PUT 
YOU AND THE MICRO- 
PHONE /N THE WINDOW 
\SO YOU CAN_JALK AND 
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Merchandising Policies That Brought 


Success to Hardware Stores 


of a merchandising policy to 

which is attributed a major 
portion of its success. HARDWARE 
AGE is in receipt of a number of 
letters from prominent dealers out- 
lining the policies which have 
brought them a goodly quantity of 
this world’s goods. On this page are 
reproduced some of the letters re- 
cently received. 

Why not tell us about your mer- 
chandising policy? It may be of 
great assistance to some less for- 
tunate dealer. 


| 3 retail store is possessed 


Bischof’s Nine Rules for Success 


66 ECENTLY,” writes George 
H. Bischof, of the Bischof 
Hardware Co., Nebraska City, Neb., 
“we came across an article in a well 
known magazine in which the au- 
thor made the statement that when 
he passed away they might put this 
epitaph on his tombstone, ‘Here lies 
a man who lived a number of years 
and learned one thing, there is no 
substitute for work.’ 

“To be successful in the hardware 
business or any other business, for 
that matter, requires work, efficient 
work, diligent work, unceasing 
work, and intelligent work. If 
there are other kinds of work not 
included in the above they are also 
necessary for the conduct of any 
successful business establishment. 
In carrying out this program of in- 
tensive work as applied particularly 
to the hardware trade the following 
fundamental policies will spell suc- 
cess to any merchant. 

“1—Carry good merchandise. 

“2—Discount your bills. 

“3 Advertise intelligently. 

“4--Be cautious in extending 
credit and thereby avoid charging 
off a large list of bad debts at the 
end of the year. 

“5—-Know your cost of doing 
business and mark your goods ac- 
cordingly. As the _ philosopher 
says, ‘What doth it profit a man if 
he do all the business and lose his 
margin.’ 

“6—Study your leading trade pa- 
per. Take note therein of other 
stores’ methods of increasing sales, 
window displays, stock arrange- 
ment, etc. 


“7—Take a hand in your com- 
munity’s affairs. Be progressive. 

“8—.Cooperate with your fellow 
merchants and your competitors. 
Don’t overlook our good friends the 
State and National Hardware Asso- 
ciations as well. 

“9—Keep well insured. And you 
can carry full insurance by giving 
your business to your State Hard- 
ware Mutual. 

“By following the above general 
policies, going after business ag- 
gressively, rendering to your cus- 
tomers efficient service, and playing 
square with the trade any merchant 
ought to enjoy an ever-increasing 
volume as the years roll by.” 


“Personality One of the Best Assets” 
Says C. T. Woodward 


ERSONALITY, in the opinion 

of C. T. Woodward, is one of the 
best assets in business. Mr. Wood- 
ward, who is a member of Woodward 
& Walton, Carlinville, Ill., writes as 
follow: 

“Personality is in my estimation 
one of the best assets in any busi- 
ness. This does not apply only to 
the proprietor, but to the salesmen 
as well. A pleasant face and a 
pleasing smile go a long way in 
making a sale and also in bringing 
the customer back again. 

“One must study his trade terri- 
tory and keep in stock the class of 
goods called for. This is what I call 
service. Any one can wrap up a 
pound of nails or deliver a package. 
One should be careful in his buying 
and see to it that he owns his mer- 
chandise at the right price and 
should sell quality merchandise 
whenever possible. The country is 
full of bargain hunters and they 
spend money freely, so in making up 
your stock, do not fail to carry the 
class of merchandise they are look- 
ing for. 

“Another one of my hobbies has 
been to steer clear as much as pos- 
sible from what is known as nation- 
ally advertised goods that only carry 
a 25 per cent discount from the 
advertised retail price. No matter 
how easy goods may sell, if they do 
not take care of the overhead and 
leave a reasonable profit, they are 
a liability. 


“In conclusion, I wish to say, Buy 
right. Pay for your merchandise on 
the day you agree to and take your 
cash discount. This will make both 
the manufacturer and jobber anxious 
to secare your business and it also 
spells success.” 


Look Well to Your Finance and Credit 
Is Rhein’s Advice 


gs writes J. S. Rhein, 
head of the Rhein Hardware 
Co., Alliance, Neb., “we have looked 
well to our finance and credit know- 
ing that the two are so closely re- 
lated that they are inseparable. By 
this we mean we had a definite 
understanding with our bank as to 
our worth and their ability to take 
care of our financial needs before 
even agreeing to enter the business. 
We said to them that when we 
needed money we expected them to 
favor us. We always have and still 
do take all discounts, preferring to 
pay interest at the bank rather than 
have wholesalers clamoring for their 
money. 

“On the service end of the busi- 
ness we have a slogan prompt and 
courteous service which we guard as 
closely as we do the cash register. 
Quality merchandise is always pres- 
ented first to our customer for fear 
that we will insult them with an 
offer of cheap goods. If we find 
that they really are determined to 
have the cheaper wares we try to 
have enough of them on hand to 
supply their needs. Our salesman- 
ship is based on the knowledge that 
the better merchandise is really 
cheaper to the user than the lower 
grade. Our old customers are care- 
fully guarded, for we believe that it 
is cheaper to satisfy them even when 
there is a question of the justice 
of their claim, than to secure new 
ones and have the old ones dissatis- 
fied. 

“Summed up, we would say our 
principles of policy are: jealously 
guarding our credit at home and 
abroad; fairly representing our mer- 
chandise with the position that we 
can better select goods for a certain 
purpose than the customer; prompt 
and courteous service in fact rather 
than in slogan only.” 
























































Gifts of Hardware 
Bring Happiness 


Practical gifts from the HARDWARE 
Store are always appreciated because 
they're useful, and a useful gift brings 
pleasure and many pleasant memories of 
the giver every time the article is used. 


FOR HIM FOR CHILDREN 


Pocket Knives, Tricycles 
Lunch Kits, Flash Meccano set. 
: Tools Coaster Wagons 
Light, Razore Tools “Roller Skates 
Sleds 
Silverware 
Table Cutlery 
Decorated China 
Cut Glass Kitchen Cabinets 
Pyrex Ware Mixing Bowls 


(ab) E.. Hackley (is) 


No. 1—Featuring hardware gifts for 
the entire family 


ERE is an ad that is bound to 
H pay every hardware dealer. It 
is 2 columns by 6 in. in size and 
features the hardware store as the re- 
pository of gifts for the entire family. 
This thought is made very definite by 
the listings suggesting gifts for differ- 
ent members of the family. An adver- 
tisement of this kind might well be run 
every day until Christmas in conjunc- 
tion with other specialized ads. 





FOR HER 
Casseroles, 











The Hardware Store as Toyland 


No. 2 (4 col. x 11 in.) 

This advertisement, which was used 
by the Saiter-Morgan Co., is a good 
example of how to feature a hardware 
store as toy headquarters. The open- 
ing copy extends an invitation to the 
children and the panels feature wheel- 
toy gifts of various kinds suitable for 
children of all ages. 

We would call special attention to 
the designed heading used in this ad. 
Such headings are easily secured and 
often your newspaper wili have some 
of them in stock, or you may have one 
or two left over from last Christmas. 
Be sure to use such a heading in a 
toy ad of this character. 


Featuring Toys and Equipment for 
Winter Sports 


No. 3 (2 col. x 10 in.) 

This advertisement is a combination 
toy and sporting goods announcement. 
There has been no attempt to make 
use of any copy in this ad, but rather 
a succession of display lines that will 
suggest to the reader what he may find 
in the hardware store. 

The cuts used add a great deal of 
selling power to the advertisement and 
take the place of reading matter. Two 
of the panels in the ad, it will be 
noticed, are devoted entirely to winter 
sports. Such an ad as this shows the 
reader that the hardware store is 
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Ads That Brought 
Holiday Dollars 


to Dealers 


By B. J. PARIS 


equipped to supply gifts to every mem- 
ber of the family. 


Games and Toys 


No. 4 (2 col. x 7 in.) 

This is a very good ad to use when 
you wish to sum up your stock of games 
and toys. Although this is a compara- 
tively small space ad, it nevertheless 


presents a complete line of games and 
toys. Such an ad as this can be made 
up very quickly, and we would suggest 
that this type of copy be run continu- 
ously right up to Christmas. The cut 
at the top of the ad ties up perfectly 
with the heading. Such a cut should 
invariably be used in featuring toys 
and games. 
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} 
| polis, Game and Books of the better sort, 


[ other things. 


~~ BRING THE KIDDIES 


Wonders of ingenuity are ready for the boys and Lang § - this —_ : ar this beget 2 — n. 
i id best collection of playthings we ever , now displayed for early choosing. Toys, 
oes Gecoan - built to give pete ae a ee pi. q 
‘ ‘one knows that our three stores are headquarters for toys o' superior qual ity. ni 
ouh sel ‘ond ingenious things! Complete line of “Sandy Andy” toys, electric trains and so many | 





VELOCIPEDES 


Give Your Boy a Bicycle 


AD 
VEER) 


A bicycle for Christmas is the 


AUTOMOBILES 


_ 





You will find our line of wheel 
goods the most complete in Vin- 
cennes because we “play” to the 
children throughout the entire 
year. Velocipedes are taking the 
place of Tricycles for the girls. 
Boys most naturally like them. 
Now is the best time to make 
your selection of velocipedes. 
They are priced from $4 to $17 


For Christmas 
Savory sheet steel self-basting 
turkey size roaster $2.50. Savory 
Enamel $3.50 and $4. Wear- 
Ever Aluminum $6.50 and $7.50. 


Water in which rice has beer: 


boiled is said to be splendid for 
mixing cakes. 








gift supreme for a regular boy— 
it will be a source of never fail- 
ing pleasure to him for many 
Christmases—it will develop a 
healthy body by keeping him out 
in the fresh air and provide 
plenty of good exercise; a bi- 
cycle will make possible the run- 
ning of errands quickly, and 
with one of the sturdy bicycles 
we have here he will be the 
proudest boy in Knox county on 
Christmas morning. Priced 
from $35.00 to $40.00. 


Dandy Sleds 
A fast flying sled is the pride 
of any youngster we have 
just these kind of sleds in a 
number of different models. 
Priced from $1.25 to $3.50. 





jields, horns, tail lights 
rything. 
Priced from $5 to $17.50 with 
a wide variety of styles to select 
from. Get yours early. 


Grinoold Waffle Iron 


Waffles or hot cakes can be 
made in just a short time on one 
‘old irons. An un- 

Low : 


High pattern. 
etiam High... $5.00 





r Stage is set and ready for your careful inspection. This is the time for first 


ss choice. 


Have your Xmas Toys laid aside. A 


t reserves them. 











No. 2—Presenting the hardware store as headquarters for toys 
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FOR THE BOYS AND CIRLS. 


AFTER ALL THE XMAS SEASON REALLY BELONGS TO 
THEM. 





Helpful and Lasting Presents will give them the most oleasure 
for the longest time. 


So for Boys We Suggest 
GILBERT TOYS, 
Erector Sets, 

Wheel Toys, 


Bey 
BOYS’ AND GIRLS’ ENJOY THE HEALTHY WINTER SPORTS. 
SEE THEY HAVE AN OPPORTUNITY. 
We are the 
SKATES, showing the best makes of 
SNOWSHOES. 





Toboggans, 
5 foot and 7 foot. 
SKIS—5 foot 6 foot. 


Rewsrass 


Push-a-Bike. 

A joy producer for the lit- 
tle ones for indoor or outdoor 
recreations. 





$3.00 each 





MAKE YOUR SELECTIONS EARLY. 
SEE OUR WINDOWS. 


SUMAHER CO. 


MAIN St. MONCTON.N.B. 

















No. 3—A combination ad on toys and 
sporting goods 


Sporting Goods for Gifts 


No. 5 (2 col. x 6 in.) 

Here is an advertisement that is 
entirely devoted to featuring the line 
of sporting goods carried by the hard- 
ware store. The hardware dealer has 
a wonderful opportunity to feature 
sporting goods for gifts. Sporting 
goods make very acceptable remem- 
brances and are useful gifts. 

The heading of this ad is very good, 
featuring, as it does, sporting goods 
in connection with the store’s Christ- 
mas display. The cut also adds selling 
power to the ad, and this is reinforced 
by the prominent listing of the lines 
carried. The ad calls attention to the 
window display and also features sport 
clothing, which should always be in- 
cluded in ads of sporting goods. 

For the dealer who wishes to speed 
up buying in his sporting goods depart- 
ment, this ad is a real business getter 
and can be instantly adapted to any 
line carried. 


Gifts for the Motorist 


No. 6 (2 col. x 10 in.) 

Here is an advertisement that every 
hardware dealer who carries a full line 
of automobile supplies can use with 
great profit. The idea of giving the 
motorist a gift for his car is rather 
unusual and has not been featured 


HARDWARE AGE 


enough to make it at all stereotyped. 
This Connelly ad shows you exactly 
how to prepare an announcement of 
this kind. All you need do to get this 
ad in your newspaper quickly is to use 





Games and Toys 


FOR CHRISTMAS 
We have a new line of GAMES and TOYS appropriate 
for home, schon) and Sunday school Gifts- 
and instructive 





—wery amusns 


Kindergarten Beads Card Games 
Tiddlewinks 

Ping Pong 

Paper Cutting Outfts 
Ring Toss, Game 


Puzzles 
Maps 
Sewing Cards 
Embroidery Sets 
See our Erector Sets, Tinker Toys, POGO Jumping Sticks 
and similar line of amusements. 
Visit our store and imspect our Toy an 
Section for Christmas suggestions 
ind a large variety of others 


{ Amusen 


AT YOUR SERVICE 


Buchanan Hardware Co. 


Phone 63 Richfield Springs, N. Y 











No. 4—A good style of ad in which 
to list your stock of games and toys 


the same make-up and listings, the only 
thing necessary being to change any 
items that you do not happen to carry 
and to add any that is not listed in 
the ad. 





—-CHRISTMAS DISPLAY OF-— 


SPORTING GOODS 


For Winter 


SLEDS SKATES 
SNOW SHOES HOCKEY STICKS 
SKHS JACK JUMPERS 

See our display of Snow and Ice Aimusements 
and include these articles in your Christmas list 

We have a Christmas assortment of Girls’ Scarfs, 
Tams, and Sweaters in a variety of shades for Winter 
Sporting Games 


See Our Display of Sport Goods in Window and Store! 
AT YOUR SERVICE 


Buchanan Hardware Co. 


PHONE 63 RICHFIELD SPRINGS, N. Y. 











’ 
No. 5 An 
featuring your line of sporting goods 


attractive manner of 


as Christmas gifts 


You will find that an ad like this 
will bring immediate results and that 
it will pay you well, for it features a 
profitable line of goods. 
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Sells Twenty-three Stoves in 
One Campaign 


HE Wacholtz Hardware Co., Al- 

bert Lea, Minn., has been very 
successful with heating stove cam- 
paigns. Last year the firm sold 
seventeen of one type of heater. 
This year it has put on a three week 
drive and one of the men spent two 
weeks in the country canvassing. 
Each customer who made a purchase 
last year was written and told about 
the campaign and asked to tell their 
friends how they liked the stove and 
to aid in any way in getting other 
floks interested. And a number of 
them did it. 

The campaign this year closed 
with twenty-three stoves. The local 
coal company gave a ton of coal free 
to each purchaser and the whole ar- 
rangement excited considerable in- 
terest. After the campaign was 
over, the interest did not stop, be- 
cause to date the sales on this par- 
ticular stove total between thirty- 


five and forty. 








f 423 N. Broadway 


' 


bo 





Give Him 
Something 
for the Car 


Let us help you select useful Christmas Gifts. In our 


store you will find gifts that will bring Christmas morn- 
ing delight to every motorist, gifts to fit every pocket- 
Come in and look around. 


GIFT SUGGESTIONS: 
A Winter Heater 
A Set of Tire Chains 
A Set of Wrenches 
A Towing Cable 
A Radiator Cover 
A Flashlight 
A Tire Pump’ 
A Set of Spark Plugs 
An Emergency Kit 
A Spot Light 
A Stop Light 
A Motor Meter 
A Running Board Mat 
A Spare Tire 
A Tube 
A Tire Repair Kit 
A Bumper 
A Windshield Wiper 
A Rear View Mirror 
A Service Unit 
A Tire Cover 
A Set of Seat Covers 
A Hydrometer 


Our Service includes the wrapping of Automotive Gifts 
in Christmas style and their delivery if it is wished. 


F. B.CoxneLty CoMPANY 


Telephone 6853 





No. 6-—This ad will stir up Christmas 
business on automobile supplies 
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Soldier Bonus Measure Halts Mellon Tax 
Reduction Project 


Ways and Means Committee Likely to Report Bonus Bill 
First—Congress May Override President’ s 


WASHINGTON, D. C., Dec. 17, 1923 
HEN President Grover Cleve- 
Wiss called attention to the fact 
that the country was facing a 
condition and not a theory he was talk- 
ing about an exceedingly vexatious rev- 
enue problem to which he had been de- 
voting much study. If he were alive 
today he would doubtless be moved to 
repeat his warning, for the problem 
that confronts the Congress which as- 
sembled two weeks ago today is an 
exceedingly concrete condition in no 
way resembling mere theory. 
Theoretically, the Mellon tax reduc- 
tion bill should be passed by both 
houses of Congress and signed by the 
President within the next sixty days. 
As a matter of fact there is not one 
chance in a hundred that any important 
tax reducing measure will actually be 
enacted within that period. 


A Good Platform 


There can be no possible doubt as to 
the soundness of the position with ref- 
erence to tax reduction taken by Presi- 
dent Coolidge and Secretary Mellon and 
on their platform almost any mediocre 
politician could confidently aspire to 
election by the popular vote to almost 
any office within the gift of his con- 
stituents. 

Nevertheless and notwithstanding, 
the champions of a soldier bonus in the 
present Congress regard themselves as 
so fully committed to compensation leg- 
islation as to make it appear at this 
writing a foregone conclusion that a 
bonus bill of some kind will be enacted 
and that, too, before any substantial 
progress is made in the way of putting 
through a tax reduction project along 
the lines of the Mellon proposal. This 
will be discoyraging news to a great 
many business men who have been im- 
pressed with the amazing reaction of 
public sentiment in favor of tax 
reduction as opposed to soldier bonus, 
but, as Mr. Cleveland remarked, it is 
a condition and not a theory that now 
confronts us and the cowardice of the 
average politician in an election year 
is proverbial. 

A few days ago Chairman Green of 
the Ways and Means Committee of the 
_House gave out a carefully prepared 
statement which the average reader 
would be justified in accepting as an 
assurance that legislation along the 
line of the Mellon plan would be given 


V eto—Some Tax Cut Probable 


By W. L. CROUNSE 


the right of way by his committee and 
by the House and would be sent to the 
Senate at an early date. Mr. Green 
gaid nothing about a bonus bill. 


Committee Takes Up Big Task 


Today the Ways and Means Commit- 
tee is giving consideration to the entire 
legislative outlook within its jurisdic- 
tion and predictions are being freely 
made by the most experienced observ- 
ers that a bonus bill will be reported by 
this important committee and passed 
by the House before any substantial 
progress is made with tax reduction 
legislation. 

But what is the answer? Will Con- 
gress turn its back upon the President 
of the United States and the Secretary 
of the Treasury, pass a soldiers’ bonus 
bill in the face of the Secretary’s dis- 
approval and the President’s intimation 
that he will veto such a measure and 
give no further attention to the bur- 
dens of the overloaded taxpayers? 

It is difficult to cast a horoscope with 
a kaleidoscope, which is another way 
of saying that the changes daily devel- 
oping in the legislative situation make 
it difficult to predict the outcome. I 
venture the assertion, however, that 
both the House and Senate will 
make a valiant effort to straddle this 
great issue by perpetrating /a legisla- 
tive monstrosity that will prove a 
veritable Frankenstein to its authors. 

It would be foolish to attempt to 
foreshadow the details of the legisla- 
tive project that will be passed by the 
new Congress, but I believe it will in- 
clude a soldiers’ bonus, calculated on 
a basis that will appear to absorb less 
than one-fourth of our current surplus 
revenues but that ultimately will grow 
into a stupendous burden to be borne 
by the taxpayers of the coming genera- 
tion. Incidentally a measure will prob- 
ably be enacted reducing the income 
tax rates on the lower brackets but 
making little, if any, reduction in the 
maximum surtax rate which constitutes 
the keystone of the Mellon project 
viewed from the standpoint of sound 
economics. 


Don’t Tell Whole Story 


In defending the soldiers’ bonus bill 
now before the Ways and Means Com- 
mittee its champions declare its initial 
cost will not exceed $75,000,000 per 
annum, a comparatively small part of 


the estimated annual surplus of $339,- 
000,000. They fail to point out, how- 
ever, that the certificates provided for 
will in twenty years closely approxi- 
mate $2,000,000,000 in addition to the 
current annual outlay and that to make 
adequate sinking fund provision to take 
care of these certificates upon matur- 
ity and to provide for all interest 
charges will make necessary the annual 
appropriation of another $100,000,000 
or $150,000,000, unless it is proposed to 
allow the obligation to roll up into a 
colossal Federal debt to be refinanced 
in twenty years and saddled on the 
shoulders of posterity. 

There is good reason to believe not 
only that a majority of both House and 
Senate will favor this legislation not- 
withstanding its unsound basis but that 
if the President vetoes the measure a 
sufficient vote will be mustered in both 
houses to repass it over the veto. 

It is only fair to say that the mem- 
bers of the Ways and Means Committee 
intend, after disposing of the bonus 
bill, to frame a tax reduction measure 
in which they will follow certain sug- 
gestions made by Mr. Mellon while 
abandoning some of the more impor- 
tant features of his project on the 
ground that the present Congress with 
its slender majority of the dominating 
party cannot be induced to accept the 
whole plan as devised by the Treasury 
Department. 


What Committee May Do 


I believe there is a clear majority in 
the Ways and Means Committee in 
favor of reducing the tax on earned in- 
comes by 25 per cent. Of course, this 
will apply to very few incomes of more 
than $25,000 per annum. 

I believe a majority vote will be cast 
in favor of cutting the 4 per cent nor- 
mal tax to 3 per cent and the 8 per cent 
normal tax to 6 per cent. The great 
bulk of the normal tax is levied on 
earned incomes and only a small pro- 
portion upon income derived from in- 
vestments. 

I expect to see the committee accept 
Mr. Mellon’s suggestion that surtaxes 
on incomes shall begin at $10,000 in- 
stead of at $6,000 as at present. This 
change is also in the interest of the 
man with a comparatively small in- 
come. 
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Facing the Facts 


of problems must be met and settled one way 

or the other. Each of us will do our work ac- 
cording to our character and our temperament, plus 
or minus the business training we have had. Some 
of us who are good-natured and easy-going will skim 
over the surface of problems and let things slide just 
as we did last year and the year before. Possibly we 
will just unload all the work we can on broader and 
stronger shoulders. Let us hope the good Lord in his 
merciful providence will 


N ‘ot we approach the end of the year. All kinds 


4. 


money. If the money has not been accumulated by 
profitable selling through the good years, there are 
very disagreeable moments when these unexpected 
crises arise in business. 

One real trouble with American business is in the 
fact that American business men have been success- 
ful for so many years that they have all become con- 
firmed optimists. While they may see clearly that 
they are on the wrong track and that the business is 
going the wrong way, these optimists will not intelli- 

gently go to work to 





take care of the good- 
natured and easy-going. 

Then there are men 
who have a keen realiza- 
tion of their responsibili- 
ties. They are studying 
the conditions surround- 
ing their various busi- 
nesses. They are not 
only thinking and work- 
ing during the day but 
they are thinking in the 
small hours of the night. 
Many of them are fight- 
ing almost hopeless bat- 





7 OO many sales managers are enthusiastic 
about making sales but are entirely too 
thoughtless and careless 
Unfortunately only the battle-scarred veterans in 
business fully realize the cost of doing business 
and the unexpected things that happen in busi- 
ness at the most unexpected times that require 
money. If the money has not been accumulated 
by profitable selling through the good years, 
there are very disagreeable moments when these 
unexpected crises arise in business.” 


change the conditions of 
the business because, 
like Mr. Micawber, they 
will count on something 
“turning up” to help 
them out. Recently at a 
business conference I 
heard one middle-aged 
American business man 
say—“Well, why worry? 
You know something al- 
ways turns up to help 
out.” When I took the 
trouble to look up this 
man’s business history I 
found something always 


in figuring profits. 








tles. They are surround- 
ed by inertia, indiffer- 
ence and stupidity. Still these men work and fight on 
and often they are placed in a position in which they 
can have no confidants. They cannot even talk about 
their problems. They must meet the world with a smile, 
no matter how heavy their hearts. As the holidays 
approach, I personally feel more like sending my greet- 
ings to these silent, grim business fighters than to all 
the good fellows drawing salaries without having the 
slightest conception of what it means to carry real 
business burdens. The paint people have a slogan— 
“Save the surface and you save all.” I have often 
wondered if a bigger, broader slogan would not be— 
“Save the business and you save all.” 


Men Who Are Misunderstood 


Now the curious thing is that some of these men 
who are carrying the heaviest business burdens are 
misunderstood and sometimes the most heartily dis- 
liked men in the business. When a man has not the 
responsibility of making a business pay, when he can 
change ships whenever it suits his convenience, how 
easy it is to criticize the man in charge, how easy to 
confide to some fellow employee what he would do if 
he were in this other fellow’s place. 

Too many sales managers are enthusiastic about 
making sales but are entirely too thoughtless and care- 
less in figuring profits. Unfortunately only the battle- 
scarred veterans in business fully realize the cost of 
doing business and the unexpected things that happen 
in business at the most unexpected times that require 


turned up in his favor 
because somebody else had pulled him out of a number 
of business holes he had got into. I made a mental 
reservation that some day there would not be anybody 
there to pull him out at the psychological moment and 
then something surely was going to happen to him 
that would not be very pleasant. 


Somebody Has to Do It 


All this moralizing leads up to the suggestion that 
as the end of the year is at hand and as we will review 
the figures of the past year’s business, somebody in the 
business must accept the responsibility of facing these 
figures fairly and squarely. Somebody must talk frank- 
ly, sympathetically but straight-from-the-shoulder to 
each salesman about his results. It is all right to have 
annual get-together banquets. It is all right to 
sing songs from a printed pamphlet. It is all right 
to throw the bull until his horns are almost worn off. 
but somewhere somebody must sit down and study the 
figures, see what they mean and go over these figures 
with each salesman and with each head of a depart- 
ment. Somebody must go over the inventory and check 
back on the buying of each buyer. Somebody must 
study the accounts and figure out whether the credit 
department has been on the job in making collections. 
Somebody must think about the weak spots in the or- 
ganization, both in the house and among the salesmen. 
Somebody must think about strengthening these weak 
spots—about selecting promising young men in the 
organization and giving them a better opportunity in 
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a higher position, or—if the material is not at hand— 
somebody must go outside of the organization and hunt 
for this material. After all, business has been very 
well named a “man-hunt.” 

A business is nothing more nor less than the sum 
total of the ability and energy of the men assembled 
in that business. Those houses today are the most 
successful that are paying the greatest attention to 
their personnel, selecting not only their salesmen but 
every office boy with the greatest care and attention. 
During the war when men were scarce all of us became 
exceedingly careless in hiring people. We filled up our 
organizations with almost any kind of human trash. 
Now if our businesses are to be successful, we must 
winnow out this chaff. This is especially true in the 
case of traveling salesmen, because a poor salesman 
not only does not produce the best results himself but, 
by occupying a territory, he takes away from some 
other and better man the opportunity of producing 
good results. Not only that but it costs just as much 
and generally more to pay the hotel bills and travel- 
ing expenses of a poor man as it does of a good one. 

Conscientious sales managers are now thinking 
about all these things. Let us suggest that it is a good 
idea at the beginning of the new year to get out a 
general letter to the salesmen of “DON’TS.” I did 
this every year for many years. A lot of new salesmen 
are starting out. Unless they read these “DON’TS” 
in advance they will make exactly the same mistakes 
that other salesmen made last year and the year before 
‘and the year before that. If they are warned in 
advance they will avoid these mistakes. Every sales 
manager in starting out his men should carefully 
think over the things that the new force did wrong 
just at the opening of this year. 


Hardware Profits in Hours, Minutes 


AGE December 20, 1923 

I remember my “DON’T” general letters would 
start: 

“DON’T continue the numbers of your orders of last 
year into the new year. Start your first 
order on January first with number one. 

“DON’T forget that January is usually a very good 
selling month, and so get an early start. Most 
retail merchants take their inventories Christ- 
mas week. As they take stock they make up 
a want list of goods short. Many a salesman 
in January by being the first to call on his 
customer after the first of the year secures 
a very nice order. Therefore, 

“DON’T be late in starting to work after the first of 
January. DON’T make a slow start in the 
new year. 

“DON’T plan to take a vacation in January. Very 
few salesmen travel the latter part of Decem- 
ber, so your customers during the holidays 
have had a rest from salesmen, have not been 
buying any goods and as a result the buying 
in January is usually very satisfactory. If 
you are planning a winter vacation, take it 
in February. February in most lines is the 
dufilest month in the year. The weather is 
usually the worst. Retail merchants fill up 
their stocks in January. Usually their sales 
are very pcor in February and so they do 
not feel like buying.” 

A wise sales manager will tactfully, energetically 
and firmly get his flock of salesmen off early in Janu- 
ary for a January clean-up. He will hope to do so well 
in January that he can stand the usual February re- 
action. 

“THE SALES MANAGER.” 





and Seconds 


Again, the farmer or woodsman 
comes in, who has lately broken a 
couple of crystals on his “good 
watch;” he sees your display and 
those nickel watches look pretty 
sturdy to him—perhaps you have 
one with a non-breakable crystal to 
show, and when he leaves the store 
the watch goes with him. 

These are only a few of the many 
actual instances which really occur 
somewhere in your .hardware stores 
every day,’and they surely go far to 
prove the value of store display. 

As to assortment, you may do well 
to have at least two different models 
at a price range under $2 in the plain 
nickel watch. 

Next comes the night dial model 
in the same watch at a retail price 
of about a dollar more than the plain 
face. 

Then comes a further assortment 
of thinner nickel case models, fol- 
lowed by the jewel movements in 
plain and fancy nickel case with plain 
and night dials, and finally the 


(Continued from page 57) 


jewelled movements in gold filled 
cases—all told, an assortment figur- 
ing at retail from about $1.50 to $10. 

If this watch business is new to 
you, a little experience will soon show 
you which are your best selling 
models, and you can thereafter be 
guided accordingly. 

Obviously, for boys and rough 
handling, the less expensive watches 
will sell fastest in any hardware 
store; but when you have once 
started, there is a certain steady 
demand for the better ones, too. 


How About Alarm Clocks? 


In conclusion, just a word about 
that right-hand partner of the hard- 
ware watch—the alarm clock. 

At this season of the year, the ap- 
proach of dark early morning hours 


betokens the necessity in most house- | 


holds of this insistent summoner. 
Scatter them through your window 

display of watches and tell about 

trem in your store advertising. 
Learn the features of the make 


you sell and be able to demonstrate 
them to your prospect. 

If there is a repeat alarm on the 
clock, wind it up and show the cus- 
tomer just how nicely and persist- 
ently it works, and, if he is interested 
in the night dial, take him into a 
dark part of your store and let him 
see the glowing figures of the dial. 

Your opportunity with alarm 
clocks today is better than that of the 
jeweler. 

As a final word of encouragement, 
if you fear a possible reaction in 
the matter of repairs which you 
think you know nothing about, as to 
both watches and alarms, we under- 
stand that the policy of reliable 
manufacturers in both lines is to 
protect the dealer in this respect. 
A letter to your manufacturer will 
explain this policy to your satisfac- 
tion, we believe. 

Hardware time means a great con- 
venience for the purchaser and a 
good, fair profit for the dealer. 

Start it ticking profits this week. 
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Xmas Trade Is Closing Strong 
—Inventories Under Way 


HRISTMAS business is closing with a rush and preparations are already under 


way for the taking of inventory. 


ally active. 


Holiday buying this year has been exception- 


The open winter, however, has retarded the sale of cold weather articles, particu- 
larly ice and wood cutting tools. 


Few important price changes are anticipated by jobbers or retailers the first of 
January, although some jobbers believe that a number of minor readjustments may be 


expected between February and April. 


No lower prices are looked for by jobbers. 


Price changes will be in the nature of advances, according to the opinion of market 


observers. 





Manufacturers’ Price Changes 


HE 1924 prices on the Apco line of auto acces- 
manufactured by the Apco 
Providence, R. I., show a general reduction. 

Prices issued on cotton gloves show small changes, 


sories, 


Price Changes from Jobbing Centers 


NEW YORK.—Wood screws dropped 
2% per cent; stove bolts, 5 per cent, 
during the week. Mortar hods were 
advanced $4 on the jobbers’ costs. Ac- 
tivity in the market has 
slowed up; preparations are under way 
for inventory. Retail dealers are still 
busy with Christmas trade. 


wholesale 


CHICAGO.—Very few changes were 
reported in the local market. Sash 
cord was advanced by local jobbers to 
follow the advances announced by the 
manufacturer. Linseed oil advanced 2 
cents per gallon and turpentine showed 
a decline of 5 cents. Solder and babbitt 
prices are lower than most centers, but 


have not yet been advanced. Some an- 


nouncements are expected before long 
on new cutlery prices which for the 
most part are expected to remain at 
present levels with higher prices on 
some few numbers. 





Mfg. Co., 
Some 





BOSTON. 
worthy of mention are noted. As might 





Even fewer price changes 


be expected, following a hectic raw cot- 
for 
made of cotton tend upward. 


ton market, prices those things 


For in- 
stance, sash cord is 3 cents to 5 cents 
a pound higher and some kinds of cot- 
ton gloves for next season’s delivery 
The 


Apco line of automobile accessories is 


approximately 5 per cent dearer. 
considerably lower, on the other hand. 


PITTSBURGH.—No changes in prices 
of any importance were made in the 
local market in the past week, but the 
situation from the standpoint of prices 


is stronger now than for some time. 
Some large consumers of sheets and 
wire products have bought for first 


quarter of the year delivery at the pre- 


vailing market. They held off as long 


manufacturers of 


although some numbers are said to have been in- 
creased approximately 5 per cent. 


mortar and brick hods 


made advances of about $4 on the jobbers’ costs. 


as they could, and finally decided to 
come in for at least part of their needs. 
Local retailers say their holiday trade 
this year is heavy, and will be ahead of 
last year. 


CINCINNATI.—Price situation very 
stable. 


advance, and some manufacturers have 


Cotton goods show tendency to 


made changes upward, but local jobbers 
have not as yet put higher prices into 
effect. 


are moving exceptionally well. Forward 


Holiday lines, particularly toys, 
buying light. 


TWIN CITIES.—There have been no 
price changes of note during the past 


week, and market conditions continue 


about the same as for the past few 
weeks. A good holiflay trade is ex- 
pected. Cold weather has arrived and 


seasonal merchandise is moving well. 


Few Lower Prices Expected 


Few jobbers or dealers in the local 
market anticipate any important price 
changes the first of the year. There 
are several, however, who seem to be- 
lieve that readjustments are probable 
between February and April. What 
changes will be made, jobbers believe, 
will be in the nature of advances rather 
than declines. This opinion is based on 
the belief that neither labor nor raw 
material will be lower. 


Trade Needs Cold Weather 


The sale of cold weather goods has 
been delayed considerably by the un- 
usually warm weather prevailing for 
this time of the year. Buck saws, axes 
and wood-cutting tools generally have 
not been turned over to the extent that 
they usually are at this time of the year 
by either jobbers or dealers. 

On the other hand, the holiday buying 
of sleds, ice skates and similar ar- 
ticles has been exceptionally large. 
Suburban and country dealers have suf- 
fered more from the open winter than 
have those in the city. 
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PRICE CHANGES 


Wood screws were reduced 2% per 
cent; stove bolts were reduced 5 per 
cent, and mortar hods were advanced 
about $4 and jobber’s cost, according 
to announcements made by local jobbers 
during the week. 

Price revisions applying to Catalog 
No. 38 were made effective Dec. 15 by 
the Millers Falls Co., Millers Falls, 
Mass., on bit braces, breast drills, hand 
drills, coping saw blades, ratchet screw 
drivers and file handle No. 448. Three 
items were discontinued. This price re- 
vision is said by jobbers to be a reduc- 
tion of approximately 10 per cent. 
These new prices are as follows: 


Bit Braces.—No. 161, $1.33 each, $2 
list; No. 162. $1.30 each, $1.95 list; 
No. 163, $1.28 each, $1.90 list; No. 


No. 262, 
$1.19 
each, 
$2.10 


261, $1.26 each, $1.90 list; 
$1.22 each, $1.85 list; No. 263, 
each, $1.80 list; No. 1661, $1.44 
$2.15 list; No. 1662, $1.40 each, 
list; No. 1663, $1.38 each, $2.05 list. 
Breast Drilis.—No. b each, 
$3.15 list; No. 200, $8.35 
list; No. 212, $2.50 each, 
Hand Drills.—No. 104, $1. 54 
$2.30 list. 

Coping Saw Blades.—No. 50, $1.14 per 
gross in gross packages, $1.70 list. 
Each dozen in an envelope: No, 50, 
$1.28 per gross, $1.95 list; No. 60, $3.22 
per gross, $4. = list; No. 65, $3.22 per 
gross, $4.85 lis 

Aer andie No. 448, 20c. each, 30c. 
list. 

Ratchet Screw Drivers.—No. 63, 6-in., 
73c, each, $1.10 list; No. 59 (new tool), 
65c. each, $1.00 list. 

Discontinued Tools.—Jack screw, No. 
100, page 196; screw driver, No. 64, 
page 104; tool set, No, 500, page 201. 


each, 





Large Xmas Buying 


Manufacturers who packed their reg- 
ular line in holly cartons are said to 
have enjoyed large sales. Those who 
made up special assortments containing 
articles which dealers are not altogether 
familiar with are said to have found 





some difficulty in moving their special 
holiday offerings. 

Cutlery has been exceptionally active 
this season, and according to some deal- 
ers it is almost equal to electrical spe- 
cialties. The general volume of Christ- 
mas business this year has been un- 
usually large. 


CURRENT MARKET QUOTATIONS 


The following are New York job 
bers’ quotations on some of the sea- 
sonable lines principally in demand: 
ASH SIFTERS.—Rotary ash sifters, 
$2.10 each. 

AUTO ViISES.—Columbian, 
$3.25 each. 
AXES.—Handled axes, 2% to 3 Ib., 
$19.25 per doz.; 3% to 3% Ib., $19.25 
per doz.; 3% to 4% Ilb., $19.75 per 
doz.; 4 to 5 Ib., $20.25 per doz.; 4% 
to 5% Ib., $20.75 per doz.; 5% Ib., 
only, $22.75 per doz. 

House axes, 2% Ib., 
$14.25 per doz. 
BOLTS AND NUTS.—Common car- 
riage bolts, small, 35 to 35-10 per 
cent; large, 35 to 35-10 per cent. 

Machine bolts, small, 45 to 45-10 
per cent; large, 45 to 45-10 per cent. 

Lag screws, 45 to 45-10 per cent. 

Stove bolts, 75 to 75-5 per cent, 
both flat and round head. 

Sink bolts, 75 to 75-5 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 40-5 per cent. 

Screw anchors, 75-10 per cent. 

Lag screw shields, 80-15-5 per cent. 

Machine bolt shields, 60-10-5 per 
cent. 

CARPET SWEEPERS. 
‘“‘American Queen,” 5 
“Club,” $108 per doz.; 
per doz.; Grand Rapids’’ Nic, $48 per 
doz.; ‘“‘Grand Rapids” Jap., $44 per 
doz. ; “Grand” | , Jap., $60 per doz.; 
“Parlor Queen,” $56 per doz.; “Prin- 
cess,”’ $50 per pt g “Standard” Jap., 
$36 per doz.; “Universal” $46 
per doz.; ‘Universal’ Jap., per 
doz. 

TOY SWEEPERS.—"“Little Daisy” (3, 
6 or 9 doz.), $2.10 per doz.; ‘Little 
Queen” (3, 6 or 9.doz.), $3.50 per doz.; 
“Little Jewell’ (1 doz.), $10 per doz. 
COTTON GLOVES.—Jersey pattern, 
2le. per pair; light canvas, without 
cuffs, 14c. per pair; heavy canvas, 
without cuffs, 22c. per pair. 

DOOR KNOBS%-Mineral rim, 18c. 
per pair; mineral mortise, 19c. per 
pair; jet, porcelain rim, 19%c. per 
pair; jet and porcelain mortise, 20c. 
per pair. 


No. 143, 


19 in. handles, 


— Bissell, 


Nic., 
$42 


FURNACE SCOOPS.—Furnace scoops, 
hollow back, steel Dhandle, 49c.each. 
Long handle, 52c. each. Hollow back, 
wood D handle, 63c. each. All less 5 
per cent for bundle lots. 
GALVANIZED PAILS.—Galvanized 
pails, 8-qt., 19c. each; 10-qt., 22c. 
each; 12-qt., 24c. each; 14-qt., 27c. 
each; 16-qt., 32c. each. 

Heavy galvanized pails, 12-qt., 35c. 
each; 14-qt., 40c. each; 16-qt., 46c. 
each, 

Galvanized tubs, No. 1, 69c. each; 
No. 2, 78c. each; No. 3, 91c. each. 
ICE SKATES.—Ice Skates (Union 
Hardware)—N 1624, 80c.; No, 1624%, 
$1.15; No. 1724%, $1.43; No. 1824, 
$1.88; No. 1924%, $2.80; No. 524%, 
$1.21; No. 424%, $1.53; No. 724, $2; No. 
924%, $2.94; No. 5%, 88c.; No. 7, 
$1.50: No. 9, $2.50; No. OX3, $2. 38; 
Donoghue, $5; Ext. Bob, plain, 53c.: 
Ext. Bob, nickeled, 63c.; No. 52, 88c.; 
No. 5124, $1; No. 5624, $1.06; No. 
» $1.35; No. "572414, $1.68; No. 
5824, $2.15; No. 592414, $3.19; No. 
§24144L, $1.45; No. 424%4L, - 
724L, $2.38; No. 924%1, $3.50; 
$3.94; No. 96, $5.50; $2.9 07, $1. ; No 
08, $2.25; No. 08%, 93. 

Sundries and hog from list, 30-5 
per cent. 

LINSEED OIL.—In lots of less than 
5 bbl., 98c. per gal.; in lots of 5 bbl. 
or more, 95c. per gal. Calcutta lin- 
seed oil in bbl., $1.04 per gal. Boiled 
oil is 2c. extra; double boiled oil is 
8c. extra and oil in half bbl. is 5c. 
per gal. additional. 

NAILS.—Wire nails, $4 to $4.25 base, 
per keg. 

Cut nails, $4.50 base, per keg. 

Wire nails and brads in small lots, 
70 per cent off list. 

Roofing nails, 1 x 12, 100 Ib., $7.55, 
galvanized; and plain, $5.55. 
POULTRY NETTING.—From New 
York stock 40-2% per cent; f.o.b. 
Pittsburgh 45-5 per cent. 

OPE.—Pure Manila rope, 18c. base 
per Ib.; hardware grade, 17%c. base 
per lb 
SCREWS.—Flat head steel 
screws, 66% per cent. 


machine 


Round head steel machine screws, 
66%, per cent. 

Flat head brass machine screws, 
60 per cent. 

Flat head steel wood screws, bright, 
full packages, 75-20-5 per cent. 

Galvanized, 60-20-5 per cent. 

Flat head brass, 7214-20-5 per cent. 

— head blued, 7214-20-5 per 
ce 

Cine head nickel plated, 62%4-20-5 
per cent. 

Round head brass, 67%-20-5 
cent. 

Prices vary in different sections of 
the city. 


SIDEWALK SCRAPERS. — Sidewalk 
scrapers, tank riveted, 4 x 7, $4 per 
doz.; scraper with shank, 5 x 7, $6.25 
per doz.; scraper with socket, 6 x 7, 
$8.75 per doz. 


SNOW SHOVELS.—Snow _ shovels, 
steel, 2 rivets, long handle, $4.75 per 
doz. 

Galvanized snow shovels, 21% x 16, 
D handle, $13 per doz. 


SOLDER.—Kester string solder in 
1-lb. spools, 58c. per spool. 

Bar solder, commercial grade, 3lc. 
per lb. Strip solder, in 5-lb, boxes, 
35c. per Ib. 


WEATHER STRIP.—Weather strip, 
double rubber, 6634-5 per cent dis- 
count; single rubber, 6634-5 per cent 
discount. Felt, 60 per cent discount. 
Flexible, all rubber, 60 and 5 per cent 
discount. 


WIRE CLOTH.—Jobbers’ quotations, 
f.o.b. New York: 
Black wire cloth, 12-mesh, $2.35 
per 100 sq. ft. 
Galvanized wire cloth, 12-mesh, 
$2.80 per 100 sq. ft.; 14-mesh, $3.30 
per 100 sq. ft. 
Copper wire cloth, 14-mesh, $7.50 
per 100 sq. ft. 
iene,” 14- mesh, $7.75 per 100 sq. 
ft.; bronze, 16- mesh, $8.85 per 100 


sq. ft. 

Wire cloth, galvanized square mesh 
cloth, %-in. mesh, $5 per 100 sq. ft.; 
%-in. mesh, $5.25 per 100 sq. ft.; 
%-in. mesh, $5.50 per 100 sq, ft. 


per 
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Chicago Expects Few Price Changes 
During First Quarter of 1924 


(Chicago office of HARDWARE AGE) 


TTENTION has been concentrated on the holiday busi- 
A ness. Records are being piled up that are ex- 
pected to close the month with totals that will 
beat other Decembers although the month last year was 
one of the best in years. Judging from the holiday goods 
sold through this distributing center, the hardware dealer 
is discovering that many of his regular lines are solving 
the gift question of a large number of practical people. 
Hardware dealers in the Mississippi Valley have, on the 
whole, worked the holiday business aggressively. The 
hardware store has become the gift center for practical 
gifts from practical people. 

Last minute rush orders and trips to the jobbers’ stock 
rooms are keeping the distributors working steadily up to 
the last minute. In the meantime inventories are being 
prepared and next week will show the final cleaning up 
preparatory to the annual stock taking on the first of the 
new year. 

The headings of the various items quoted in this mar- 
ket this week will show the lines which have moved well 
for holiday trade; the lines on which price changes have 
been made and the announcement of any further changes 
likely to be made in the future. 

From all indications, business will go over into next 
year without a great deal of change. Prices, on the 
whole, are holding remarkably steady and there is a great 
deal less uncertainty than was expected. 


ALARM CLOCKS.—There is an actual 


$1.80 each. 


$1.30 each; red inner tubes, 


Many of the spring lines have been covered by retailers 
and from present indications it would seem they were 
wise in placing their business at the market figures, as 
some of the retailers may have to pay higher prices when 
the season opens. The amount of business to be placed 
with mills is not inconsiderable and the building program 
bids fair to run close to the record it made this year. 
The continued large movement of merchandise and prod- 
ucts by the railroads is expected to continue and an over 
supply of labor is not expected. Work is slack in some 
centers, due to the season and local conditions, but on the 
whole there is ample employment at good wages. It is 
not felt that wages will be reduced or that it will be pos- 
sible to cut them, consequently merchandise will remain 
steady. 

There may be some slight reductions during the first 
quarter, depending upon how the demand develops, but 
from all present indications this demand will continue to 
be strong. Consequently, no radical reductions are looked 
for and on the other hand higher prices in some lines 
will undoubtedly follow. There are some few indications 
now that higher prices will be asked before long on some 
items. 

The new year will find hardware dealers still interested 
in good buying, turnover and efficient merchandising 
methods. Improved agricultural conditions will be needed 
to give many of the hardware dealers of this section the 
business they should be enjoying. 


case lots, $3.48 per doz. pair; 4 x 4 


30 x 3%, 
steel butts, old copper and dull brass 


famine 
watches. 


utive year, 


in alarm clocks and 


We quote from jobbers’ stocks, 
f.o.b. Chicago: America, $11.40 in doz. 
lots; $11.04 in case lots; Blue Bird, 
$13.20 in doz. lots, $12.84 in case lots; 
Black Bird, $18.96 in doz. lots, $18.36 
in case lots; Bunkie, 920.88 in doz. 
lots, $20.16 in case lots; Lookout, 
$13.20 in doz. lots, $12.84 in case lots; 
Sleepmeter, $15.12 in doz. lots, $14.64 
in case lots. 


AMMUNITION AND FIREARMS.— 
The fall season has been marked by a 
brisk demand in these lines. 
have been scarce for the second consec- 
so that the retail trade 
should be in the mood to place future 
orders for guns and ammunition as 
soon as the 1924 prices are announced. 
AUTOMOBILE ACCESSORIES.—No 
indications of price changes; holiday 
sales very satisfactory. 


We andl from jobbers’ stocks, 
f.o.b. Chicag 
Spark Plugs.—Splitdort, 50c. each; 
Regular, 58c. each; Champion X, 45c. 
each: lets of 100, 43c. each; Champion 
Blue Box line, 53c. each; A. C. Titan, 
58e. each; lots of 100, 56c. each; A. C. 
Special Ford, 44c. each. 
Spot Lights.—Anderson, No. 3286, 
$6.50 each; stewar’ 95.67 each. 
Horns.— Electric (Ford), $4 
each. 
Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Sim- 
lex, No. 36, $1.80 each; Ajax, No. 
B 96c. each; National Standard, No. 
$1.20 each. 
o pceipe. —Rose, 1%-in. cylinder, $1.55 


each. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% non- 
skid, fabric, $8.65 each; cord, 911.60 
each; gray inner tubes, 30 x 3%, 


clock 
Stocks are badly depleted 
and factories are six to ten months 
behind in orders. 


Shot guns 


We quote f.o.b. factory: 

Snap-on Wrenches. No. 101, Mas- 
ter Service set, $15.25; No. 202, Heavy 
Duty set, $8; No. 404, Universal 
Socket set, $7; No. 505B, Screw 
Driver set, $3.40. All Snap-on 
Wrenches less 40 per cent f.o.b. Mil- 
waukee. 


AXES.—Fair demand reported; prices 
confirmed for the balance of the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4-lb., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 

** 5 to $22 per doz... according to qual- 
ity and grade of handle. 
BALE TIES.—Sales still quiet and will 
likely remain so until cold weather 
actually sets in. 

We quote from jobbers’ stocks, 
f.o.b. Chicago district: Bale ties, 70 
per cent discount. 

BOLTS AND NUTS.—The low prices 
which some manufacturers were making 
on bolts have been withdrawn. It seems 
probable prices will be higher soon. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Small carriage bolts, 
rolled thread, 50-10 per cent discount; 
small carriage bolts, cut thread, 50 
per cent discount; large carriage 
bolts, cut thread, 50 per cent discount; 
Small machine bolts, rolled thread, 
60-5 per cent discount; small machine 
bolts, cut thread, 50-10-5 per cent 
discount; large machine bolts, cut 
thread, 50-10-5 per cent discount; all 
stove bolts, 70-10-5 per cent discount; 
lag screws, 50-10-10 per cent discount. 


BUILDERS’ HARDWARE.—No change 
reported last week. The building out- 
look for next year promises as much 
business as has been enjoyed this year. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, in 


finish, in case lots, $4.74 per doz. pair; 

heavy bevel steel inside sets, case 

lots, $8 doz.; steel bit-keyed front 

door sets, $2 per set; wrought brass 

bit-keyed front door sets, $4 per set; 

cylinder front door sets, $8.50 per set. 
CHAIN.—Demand remains good, but 
the market is not strong. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8.75 per 100 lb.; American coil chain, 
40-10 per cent oft list; No. 00 4% elec- 
tric welded cow ties, $2.75 per doz 

COPPER RIVETS AND BURRS.—A 
good volunte of business continues to 
come here, due to low prices. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 

CUTLERY.—Holiday sales have been 
most satisfactory. Last minute rush 
orders will keep all hands busy until 
Christmas Eve. No reductions are in 
sight for next year. The market all 
through the lines is very firm and some 
advances are not unexpected. 


ELECTRICAL MERCHANDISE. — 
Holiday demand for heating appliances 
has been heavy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 14 rubber cov- 
ered wire, $7.60 per 1000 ft.; 1000-ft 
lots, $7.35; No. 18 lamp cord, $15 per 
1000 ft.; 1000-ft. lots, $13.75; %-in 
brush brass key socket, 20c. each: 
two-way plugs, 60c, each; in lots of 
10, 52c. each; one-piece attachment 
plugs, 13c. each; two-piece attach- 
ment plugs, 12c. each. Christmas 
tree outfits, eight light extension, 
$1.75 each. 


EYE HAMMERS AND SLEDGES.— 
Demand continues above normal. Prices 
unchanged at the recently reduced basis. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Striking or black- 
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smith’s sledges 5-lb. and heavier, 1lc. 
per Ib 

FIELD FENCE. rs to jobbers are 

improving and with March 1 dating on 

lots of 1000 rods or more, it seems like 

a good time to buy. Many dealers are 

asking for Jan. 1 shipment. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing, 60% per 
cent discount from list. 

FILES.—Normal demand reported; 
news on price change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 6 
per cent off list; Nicholson files, 50-10 
per cent off list; Disston files, 50-10- 
10 per cent off list; Black Diamond 
files, 50-5 per cent off list. 


FOOD CHOPPERS.—The 
starting well; no price changes 
pected in the near future. 

We jobbers’ stocks, 
f.o.b. Chicago: Food choppers, Uni- 
versal No. 0, $15 per doz.; No. 1, 
918.20 per doz.; No. 2, $22.25 per doz. 

GALVANIZED AND TINWARE. — 
With holiday buying in full swing, the 
retail trade is but slightly interested. 
There were no price changes last week. 

We quote 
f.o.b. Chicago: 
ized-after-made water pails, 
$1.85 doz.; 10-qt., $2.10 doz.; 
$2.30 doz.; 14-qt., $2.57 doz.; 
ized wash tubs, No. 1, $6.25 doz.; No. 

2, $7 doz.; No. 3, $8.25 doz.; 5-gal. gal- 
vanized oil cans, $6.25 doz. to $7.50 
doz. 
GLASS AND PUTTY.—Demand said 
to be very good at this time. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Single strength A and 
B, up to 25-in., 85 per cent discount; 
over 25-in., 83 per cent discount; 
double strength A, all brackets, 84 
per cent discount. Commercial putty, 
100-Ib. kits, $3.55; glaziers’ points, 
Nos. 1, 2 and 3, one doz. packages, 
65c. 
HANDLED HAMMERS. — Sales are 
materially better on all hammers at the 
new prices. No further declines are 
thought possible to April 1 or longer. 


We from jobbers’ stocks, 
f.o.b. Chicago: No. 11% first quality 
nail hammers, $12 per doz.; 12-0z. 
ball pein, $8.80 per doz.; competitive 
forged nail hammers, $5.60 per doz.; 
cact steel hammers, $4 per doz. 

HATCHETS.—The new reduced prices 
are about the 1922 level, and sales are 
more active. Present prices will prob- 
ably remain firm for spring business. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2 extra quality, 
broad hatchets, $17.15 per doz.; com- 
petitive grade, $12.40 doz.; warranted 
shingling hatchets, No. 2, "913 3.15 doz.; 
Cont Ae ee od shingling hatchets, 


$8.45 doz. 
HAN DLES, TOOL.—Prices very firm; 
advances are more likely than declines. 


We quote 
f.o.b. Chicago: 
Axe Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; finest selected 
white hickory, $6 doz.; special white 
second growth hickory, $5 doz. 
Hatchet and Hammer Handles. 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 
HANDLES, AGRICULTURAL. — Fu- 
tures for steel goods handles are re- 
ceiving fair attention, but current de- 
mand is slow. 


Hay fork handles. 
chucked and bored, 41%4-ft., $4.50 doz.; 
5-ft., t.; XX 4%-ft., 94 doz.; 
5- tS . X 4%-ft., $2.40 doz.; 


no 


65-5 


season is 
ex- 


quote from 


stocks, 
galvan- 
8§-qt., 
12-qt., 
galvan- 


from jobbers’ 
Competition 


quote 


from jobbers’ stocks, 


Straight, 


“2 fork handles. -Bent, ee »d 
» a. 


and bored, -ft., $7.50 doz.; 
bent, 414-ft., $4 50 


$8.50 doz.; 
doz.; 5-ft., Pa doz.; X bent, ‘4%- a 
93 doz.; eee »°33. 40 doz. 

Manure fork handles.—Bent, 4-ft., 
$4.75 doz.; 4%-ft., $5.10 doz.; XX 
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bent, 4-ft., $4.15 
doz.; X bent, 4-ft 
2.95 doz. 

Garden hoe handles.— y= 4%-ft., 
$3.45 doz.; X 44%4-ft., $2.40 d 

Garden rake handles. XX 5y-ft., 
95.25 doz.; X 54%-ft., $3.25 doz. 

Shovel handies.—Regular pattern, 
XX 4%4-ft., $5.90 doz.; X 414-ft., $3.90 
doz.; D-handle best grade, $7.95 doz.; 
X grade, $6.25 doz. 

Spade handles.—D-handle, best 
grade, $7.75 doz.; X grade, $6 doz. 


HINGES.—A few slight reductions 
have been reported, but the general 
demand remains good. 


We from jobbers’ 
f.o.b. Heavy strap 
in bundles, 4-in., $1.12; 5-in., $1.57; 
6-in., 91.93; 8-in., $3.21; 10-in., $4.92 
per doz. pairs. Extra heavy T hinges 
in bundles, 4-in., $1.74; 5-in., $1.85; 
6-in., $2.31; 8-in., $3.95; 10-in., rh 64 
per doz. pairs. 


ICE CREAM FREEZERS.—Fair inter- 
est is being manifested in future orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1- 
qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list; 4-qt., 98.25 list; 6-qt., $10.45 
ist; ~ hs 50 list; 10-qt., $18 list; 

‘ list; 15- qt., $25.60 list; 
list; 25-qt., $42.60 list; 
$4 list; ; 2at. $4.60 list; 

, $6. 80 list; 6-qt., 
list. All the 


doz.; 4%-ft., $5.10 
» $2.60 doz.; 4%4-ft., 


stocks, 


quote 
hinges 


Chicago: 


ICE SKATES —Real winter weather is 
needed, but the demand has been heavy 
enough to make shortages a possibility. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Key clamp, rocker, + 
men and boys, bright finish, 76c. per 
pair; key clamp, rocker, men and 
boys, nickel finish, $1.10 per pair; 
key clamp, rocker, polished steel run- 
ners, $1.36 per pair; key clamp, 
hockey, women’s and girls’ , 91.38 per 
pair; %key clamp, rocker, women's 
and girls’, $1.31 per pair; ™% key clamp, 
hockey, women’s and girls’, $1.38 per 
pair; screw-on hockey, $1.19 per pair; 
men’s ice skate outfits, $4.75 per pair, 
women’s ice skate outfits, $5 per pair. 


INCUBATORS.—Last year’s records 
are being broken by the heavy future 
demand. 


We quote 
f.o.b. Chicago: 
discount; brooder 
discount. 


I1ARD PRESSES AND SAUSAGE 
STUFFERS.—Demand should continue 
through early months of the new year 
and dealers should look over their stocks 
and order for balance of season. 
We quote from jobbers’ stocks, 

f.o.b. Chicago: Enterprise, No. 

4-qt., $7.28 each; No. 31, 6-qt., 

each; No. 35, 8-qt., $8.67 each. 
NAILS.—Orders better since Dec. 1. 
Stocks in the country are reported low 
and it looks now as if jobbers would 
have a hard time to fill orders com- 
pletely if the trade waits until the 
spring demand is on. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.80 per keg, base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
1-in. 


OIL STOVES.—This line will receive 
greater interest after inventory. Fu- 
ture orders have been fairly good thus 
far. 
We 
f.o.b. 
tion 
3-burner, 


jobbers’ stocks, 
35 per cent 
30 per cent 


from 
Incubators, 
stoves, 


stocks, 
Perfec- 


jobbers’ 
line New 


quote from 
Chicago: Old 
2-burner stoves, $17 each list: 
$22 each list; 4-burner, $28 
each list: new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
928.50 each list; 4-burner, $35 each 
list; Superfex 2-burner, $36 each list; 
3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 per 
cent discount. Lots of ten or more 
are subject to 30-5 per cent discount. 


December 20, 1923 


PAINTS AND OILS.—Linseed oil ad- 
vanced 2 cents per gal. Turpentine de- 
clined 5 cents. 
We quote 
f.o.b. Chicago: 
Linseed Oil.-Raw, barrel lots, $1.02 
per gal.; 5-barrel lots, 97c. per gal. 
Linseed Oil.—Boiled, barrel lots, 
i per gal.; 5-barrel lots, 99c. per 
a 


$1.03 per 


from jobbers’ stocks, 


lots, 


Turpentine.—Barrel 
1 


gal. 

Denatured Alcohol. — Barrel lots, 
56c. per gal. 

White Lead.—100-lb. kegs, 14c. per 
100 lbs.; 50-lb. kegs, 14%c. per 100 
lbs.; 25-lb. kegs, 14%c. per 100 Ibs.; 
12%-lb. kegs, 14%c. per 100 Ibs. 

Dry Paste.—-In barrels, 6c. per Ib. 

Shellac.—(4-lb. goods) white, $3.75 
per gal.; orange, 93.50 per gal. 

English Venetian Red.—In barrels, 
3.50 to $6.75 per 100 Ib. 


PYREX OVEN WARE.—Holiday sales 
have been extremely satisfactory. 


We quote from 
f.o.b. Chicago: 

Bread Pans.—No. 
No. 214, $12 doz. 

Casseroles. — Round, $12 
doz. ; No. 168, $14 doz.; $12 
doz.; No. 184, 914 doz. 

Casseroles. Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Nursing Bottles. 


jobbers’ stocks, 
$7.20 


No. 167, 
No. 183, 


212, doz.; 


-Narrow neck, flat 
shape and wide mouth, 4-oz. (nar- 
row neck only), 80c. per doz.; all 
styles, 6-0z, $1.60 per doz.; 8-oz., $2 
per doz.; 10-0z., $2.40 per doz. 
P No. 202, $6 doz.; 
203, $7.20 doz.; No. 209, 97.20 doz. 
Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 
RADIO.—Tubes still short; 
items moving very freely. 
REFRIGERATORS.—This market is 
being rapidly sold up in advance of the 


season. 


ROLLER SKATES. — Holiday sales 
good; future orders for spring said to 
be fairly heavy. 

We quote from jobbers’ 
f.o.b. Chicago: Union Boys’ skates, 
$1.55 pair; girls’, 91.65 pair; Chicago 
boys’, $1.45 pair; girls’, $1.55 pair; 
Chicago rubber tired, boys’, $2.75 
pair; girls’, $2.85 pair. 

ROPE.—Manila rope is considered a 
favorable purchase at the low price 
recently established. Current sales are 
moderate, but a good volume is being 
placed for early 1924 delivery. 


from jobbers’ stocks, 
f.o.b. Chicago: First quality manila 
rope, standard brands, 15%c. per Ihb.; 
No. 2 manila rope, 14%c. per Ib., base: 
No. 1 sisal rope, highest quality, 
standard brands, 13%c. per Ib., base; 
No. 2 sisal rope, standard brands. 
12%c. per lb., base. 
SASH CORD.—A 4-cent advance was 
announced last week and another 2-cent 
advance was made this week. Local dis- 
tributors advanced their prices to the 
trade. 
We 
f.0.b. 
$11 per doz. 
doz. hanks. 
SASH PULLEYS.—Nothing new 
ported; demand continues very good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
60c. doz.; barrels, 54c. doz.; Common 
Sense, 2-in., 60c. doz.; barrels, 54c. 
doz.; No. 105, 57c. doz.; barrels, 53c. 
doz. 
SCREEN DOORS.—There is some talk 
of advance, due to the report that screen 
wire may go up. Most of this future 
business has been placed and the deal- 
ers who have covered will not be af- 
fected if an advance is made. 


No. 


all other 


stocks, 


We quote 


quote from 
Chicago: No. 
hanks; 


jobbers’ stocks, 
7 standard brands, 
No. 8, $12.60 per 


re- 











December 20, 1923 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen doors, No. 266, 
2-8 x 6-8, 923.15 doz.; No. 296, 2-8 x 
6-8, $28.20 doz., No. 311, 2-8 x 6-8, 
$33.20 doz.; No. 515G, 2-8 x 6-8, $40 
doz.; Window screens, No. 1833, $5.30 
doz.; No. 2433, $6.50 doz. 


SCREWS.—Stocks complete; demand 
very good. 
We uote from jobbers’ stocks, 
f.o.b. thicago: Flat head bright 
screws, 80 per cent new list; round 


head blued, 78 per cent new list; flat 

head brass, 76 per cent new list; 

round head brass, 74 per cent new 

list; japanned, 74 per cent new list. 
SLEDS AND COASTER WAGONS.— 
Holiday trade, as usual in these lines, 
was very heavy. 


SOLDER AND BABBITT METAL.— 
Prices higher elsewhere, but unchanged 
locally. Tin and lead are strong and 
advancing. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sold- 
er, $28 per 100 Ib.; medium, 45-55 
solder, $27 per 100 1b.; tinners’, 40-60 
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solder, 926 per 100 Iib.; high speed 
babbitt metal, $20 per 100 lb.; Stand- 
- No. 4 babbitt metal, $11 per 100 


STEEL SHEETS.—Prices firmer than 
a few weeks ago. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.85 per 100 Ilb.; 28-gage 


black sheets. $4.70 per 100 Ib. 


TOYS.—Wholesalers report extremely 
large sales; stocks very nearly depleted. 
TRAPS.—The line is selling freely, 
although the mild weather has inter- 
fered with trapping in some sections. 
We quote from jobbers’ 
f.o.b. Chicago: Triumph No. 0, 
doz.; No. 1, $1.83 doz.; No. 1%, $2.75 
doz.; No. 2, $3.60 doz.; Triple Clutch, 
115X. $2.75 doz.: No 215X. $4.88 doz.; 


Victor No. 0, $1.65 doz.; No. 1, $2 
doz.; No. 1%, $3.05 doz.; No. 2, $3.97 
doz.; Oneida Jump No. 1, $2.38 doz.; 
No. 1%, 93.48 doz.; No. 2, $5.37 doz. 


WIRE GOODS.—Little activity reported 
at this time. Futures on screen wire 


Buying of Futures on Increase 


in New England— Tax Reduction Pleases 
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are about all in and there is some talk 
of higher prices. 

We quote from stocks, 
f.0.b, Chicago: No. 8 black annealed 
wire, $3.70 per 100 Ib.; catch weight 
spool galvanized cattle or hog wire, 
$4.60 per 100 1lb.; 80-rod spool gal- 
vanized hog wire, $1.98 per spool: 
No. 9 galvanized plain wire, $4.15 
per 100 lb.; polished fence staples, 
$4.25 per 100 Ib.; catch weight spools 


























jobbers’ 


painted barb wire, $4.30 per 100 Ib.: 
12-mesh black wire cloth, $2.10 per 
100 sq. ft.; 12-mesh galvanized wire 
cloth, $2.45 per 100 sq. ft.; 14-mesh 
bronze wire cloth, $6.70 per 100 sq. 
ft. in 50-ft. rolls; galvanized before 
poultry netting, 45-10 per cent dis- 


count; galvanized after poultry net- 

ting, 45 per cent discount. 
WRENCHES.—Prices steady; demand 
about normal. There was some increase 
in wrench sales for Christmas gifts. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60 per cent off list; Coes wrenches, 
40-10 per cent off; engineers’ 
wrenches, 25 per cent off; knife han- 


dle wrenches, 40-10 per cent off. 
Stillson, 60-10 per cent off; Trimo, 
60-7% per cent off. 


(Boston office of HARDWARE AGE) 


EW ENGLAND retail hardware dealers’ cash reg- 

\ isters are ringing merrily these days. This sec- 

tion of the country has been lacking in the snappy 
cold weather, snow and ice usually associated with Christ- 
mas time. It has experienced weather like that which 
northerners are paying good money for down in Florida. 
But notwithstanding, people at this time of the year reg- 
ularly fail to sidestep the gift bug, and retail hardware 
sales of sleds, skates, hockey sticks and the many other 
things that go to make the children happy are a great 
deal better than the trade had dared to hope. In addition, 
there appears to be an exceptionally good movement of 
regular hardware lines out of retail stocks. The open win- 
ter has stimulated sales of such merchandise. 

Demands being made on the shelf hardware jobbers 
are heavy, holiday as well as regular goods figur- 
ing prominently in the daily turnover. In addition, buy- 
ing of futures is on the mend once more, the retail trade 


AUTOMOBILE ACCESSORIES. — 
Prices for next year have been issued 
on the Apco line of automobile acces- 
sories, which show a general reduction. 
The demand for accessories for the 
holiday trade was larger this year than 
last. In connection with this class of 
merchandise, it is interesting to note 
the steadily increasing number of 


quested. 


stocks: 


wants and for delivery after the holi- 
day trade are very satisfactory. 
bers’ stocks are in good condition, and 
prompt deliveries are made when re- 


We quote from Boston 


Axle Grease.—Snowflake line, 1 qt. 
containers, $4.10 per doz; 2-qt., $7.25; We 
4-qt., $12.55. Frazier line, in 1-lb. tin 
containers, 91.80 per dozen. 


evidently giving considerable thought to spring business. 
It will be all over in a day or two, however, and the jobber 
will then give his individual attention, first, to inventory 
and lastly to salesman. Mill supply houses are making 
out well for this time of the year. Heavy hardware job- 
bers also seem to be having a better business than is usual 
at this time of the year. 

General sentiment has undergone a change in New 
England of late. While the recent message of the Presi- 
dent was favorably commented upon, the one thing that 
seems to count more than anything else is his belief that 
taxes should be reduced. Taxes come nearer to the heart 
of the average person in this territory than do the foreign 
and other international as well as national political ques- 
tions. People seem to feel that lower taxes will help 
business more than anything else, and the hope that they 
may be reduced has changed the attitude of the average 
business man on the general outlook for 1924 and there- 
after. 


BICYCLES.—Next season’s prices on 
bicycles have not been issued, and until 
they are, it is doubtful if jobbers en- 
deavor to secure business. They have 
done a large business on boy-cycles, 
however, and their stocks are well 
cleaned up. 


Job- 


jobbers’ 


quote from Boston jobbers’ 


stocks: 
Boy Cycles.—No. 1, $9 net; No. 2, $10; 


springs being handled by retail dealers. 
This branch of the business has grown 
to such proportions that jobbers are 
obliged to keep large stocks on hand. 
It is said that leading distributors have 
something like six carloads on hand. 


We quote from Boston jobbers’ 
stocks: i 
Automobile Accessories.—Apco line, 
steering wheel puller, $2.25 each, net; 
connecting rod wrench, 38c.; rear 
wheel puller, $2.25; horn button, 57c.; 
rear wheel brake, $9.38; glass_ oil 
gauge, 30c.; ratchet wrench, 92.25; 
windshield wiper, $3.75; crank case 


arm, 48c., and battery charger, $13.50. 
Springs.—Vulcan line, all makes, 35 
per cent discount; Ford sizes, 7-leaf 
front, No. 2000, $1.25, net, 9-leaf front, 
No. 2004, 
$4.25. 


AXLE GREASE.—Sales for immediate 


$2, 9-leaf rear, No. 2009, 





BARBED WIRE.—Jobbers are booking 
orders for barbed wire, to be delivered 
next spring. Based on business already 
booked, indications are that consump- 
tion in 1924 will be as large as, or 
larger than, it has been in 1923. 

We quote from Boston jobbers’ 
stocks: 

Barbed Wire.—From store, galvan- 
ized, Waukegan, 80-rod reels, com- 
mon, $4.30 per reel; two-ply, $3.78 per 
reel; catch-weights, common, $5.10 
per 100-lb.; two-ply, $5: 

From the mill, f.o.b. Pittsburgh, 
galvanized catch-weight, in car lots, 
$3.90 per 100-Ib.; in less than car lots, 
$4.15; two-ply is quoted the same; 80- 
rod reels, galvanized four-point in 
car lots, $3.30 per reel; in less than 
ear lots, $3.55; Lyman, four-point, in 
ear lots, 93.40; in less than car lots, 
$3.65; -two-ply. twisted;:.in car lots, 
$2.84; in less than car lots, $3.09. 


No. 3, $13; No. 4, $15. 
CLIPPERS.—Forward bookings on all 
kinds of clippers are well in excess of 
those for the corresponding period last 
year. Jobbers are of the opinion that 
retail stocks are small. 


We quote from Boston jobbers’ 
stocks: 

Toilet Clippers.—Khedive, 90c. each; 
Plymouth, No. 00, $1.10; No. 0, 91.20: 
Mayflower, No. 00, $1.25; No. 0, : 






















Success, No. 1, $1.50; No. 0, 
No. 00, $1.88; Capital, No. 1, 
No. 00, $2.60. 

Stewart No. 1 Ball Bearing Clipping 
Machine, 912.75; No. 360, Top Plate, 
$1.25; No. 361 Bottom Plate, $1.75. 


Discount, 33% per cent. 

Stewart Electric Clipping Machine, 
all standard voltages, hanging type, 
$80 f.0.b. Chicago; pedestal type, $85 
f.o.b. Chicago. Discount, 25 per cent. 
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COTTON GLOVES.—New prices are 
out for 1924 on cotton gloves, which, 
in most instances, show little change. 
Where there are changes, values are 
slightly higher, possibly 5 per cent. 
CULTIVATORS.—Jobbers’ efforts to 
corral forward cultivator business so 
far have not been very successful. It 
is felt, however, that retail stocks are 
small and that after the turn of the 
year business will flow in more freely. 
We 
stocks: 
Cultivators.—Midget, $3.45 per 
dozen; three-prong cultivators, $6.65; 
five-prong, $8.85. All prices net, 
American Fork & Hoe Co., No. G2, 
$5; Leader, No. 2, 93. 
FENCING.—Jobbers have booked a 
large amount of fencing for delivery 
early next year. Last year, it will be 
recalled, they had difficulty supplying 
retail wants, and while the supply sit- 
uation for 1924 will not be as acute, job- 
bers are by no means overburdened with 
stock, 


We from Boston jobbers’ 
stocks: 


Fencing.—Keystone Steel & Wire 
Co. line, Blue Ribbon, from store, 50 
per cent discount; factory shipments, 
No. 832, $6.10 per roll, net; No. 636, 
$3.80; No. 846, $4.90; No. 1047, 6-in. 
te Ae $7.90; No. 1047, 12-in. stays, 
5.70. 
Staples, Blue Ribbon wire, $5.10 per 
100-lb., in full packages. 
HAMMERS.—The demand for heavy 
hammers is picking up, but most of the 
orders booked recently are for ship- 
ment after Jan. 1. Carpenters’ ham- 
mers continue in excellent demand, and 
both retail and jobbing stocks are only 
moderately large. j 
We 
stocks: 
Carpenters’ 


quote from Boston jobbers’ 


quote 


quote from Boston jobbers’ 
f Hammers. — Maydole 
line, No. 111%, $13.50 per doz. net; 
No. 12, 912.65; No. 12%, $11.82; No. 
711, $14.62; No. 711%, $13.50; No. 70, 
$18.75. Brown Hammers. — No, -13, 
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$5.50 per doz.; No, 12, $9.50; No. 11%, 
$10.12; No, 11, $11; No. 711%, $10.13, 
and No. 712, 99.50. 

Heavy Hammers, etc.—Heavy, un- 
der 5 lb., 50 and 10 per cent discount; 
over 5 Ib., 60 per cent discount. Stone 
hammers, 50 and 10 per cent discount; 
wood choppers’ mauls, 50 and 10 per 
cent discount. 

HOISTS.—The demand for hoists is 
very good for this time of year, but 
buying is for actual necessity, the ten- 
dency to stock up having been discon- 
tinued among the buyers. 

We quote 
stocks: 

Hoists.-Yale & Towne line, spur 
geared, 20 and 7% per cent discount; 
screw geared (side wheel type) 20 
and 7% per cent differential, 60 and 
5 per cent. 

HOT WATER BOTTLES.—Pre-holiday 
demands for all-metal hot water bot- 
tles, while slightly less than those for 
1922, nevertheless were of sufficient 
proportions to materially reduce job- 
bers’ stocks. 

We 
stocks: 

Hot Water Bottles.—All metal, Uni- 
versal, No, 883, $3 each. Discount, 
25 and 10 per cent. Cello line, No. 
200, $3 each; No. 250, $3.50; No. 300, 
$4. Discount, 30 per cent. 


ICE CREEPERS. — Although the 
weather has not been cold enough to 
make ice, and snows have been lacking, 
the demand for ice creepers holds up 
well. Retail stocks evidently were down 
to a minimum. 


We 
stocks: 

Ice Creepers. — Never Slip men’s 
and ladies’, $2.44 per dozen pair, 
O. K. No. 0, $2.50. Kennebec, Nos. 
0, 1 and 3, $3.36. Lumberman’s, Nos. 
00, 1 and 1 medium, $3.04. Newark, 
$3.75. Union, $1.60. Eagle, $1.38. 
Featherweight, $3. 


LANTERN GLOBES.—Good - steady 
business in lantern globes is noted by 
the jobbing houses here. Prices are 
reported as unchanged. 


from Boston jobbers’ 


from Boston jobbers’ 


quote 


quote from Boston jobbers’ 


December 20, 1923 


We 
stocks: 
Lantern Globes. — Diez line, in 5 
dozen lots, Blizzard Fitzall Locnob, 
$1.20 per doz.; Blizzard Fitzall Loc- 
nob Ruby, $3.15; D’Lite lLocnob, 
$125, D'Lite Loecnob Ruby, $3.12; 
Little Wizard Locnob, $1.12; Junior 
Blizzard, $1.15. In less than 5 doz. 
lots, Kilizzard Fitzall Locnob, $1.35 
per doz.; Blizzard Fitzall Locnob 
Ruby, $3.35: D’lite Loenob, £1.46; 
D’Lite Locnob Ruby, $3.30; Little 
Wizard lLocnob, $1.30; Junior Bliz- 
zard, $1.35. 


LAWN MOWERS.—Jobbers have al- 
ready begun to book 1924 orders for 
lawn mowers. Buying so far has been 
in small proportions, but the wholesale 
trade is confident that more mowers 
will be moved next year than in 1923. 
Prices are practically on last season’s 
business, and, so far as can be learned, 
will remain so. 
We 
stocks: 
Lawn Mowers.—Competitive makes, 
14-in., $6 net.; 16-in., $6.25: 18-in., $7. 
Colonial 16-in., $8.75 list; 18-in., $9.13; 
Newport, 16-in., 20; -» $8.63; 
lakewood, 16-in.. { 18-in.. » 
Imperial, 14-in., $13.25; -in., $14.25; 
18-in., $15.25; 20-in., $16.25. Dis- 
count, 50 per cent. 
LETTER BOXES—Forward bookings 
for letter boxes are very satisfactory. 
The situation, in so far as supplies is 
concerned, is directly the opposite to 
what it was twelve months or so ago. 
Then manufacturers were having great 
difficulty supplying wants. Today there 
is a good supply and variety offered by 
the jobbing trade. 
We from Boston jobbers’ 
line, 


stocks: 

Letter Boxes.— Corbin No. 
2417, $8 per doz. net; No. 2406, 
No. 2416, $12; No. 2418, $12; No. 2, 
$14.50; No. 4, $18; No. 2437, $5.40. 
Hessler rural delivery, $13.50 per 
doz. net. 


METAL POLISH.—Sales of metal pol- 
ish are running along in a normal way. 


quote from Boston jobbers’ 


quote from Boston jobbers’ 


quote 
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NULL Pe 


“Hardly an Article Escapes My Attention” 


“HARDWARE AGE, 


“New York City. 
“Gentlemen: 


“It is only fair that occasionally one takes time to give recognition to the 
people who are instrumental in handing him the ideas that he is using daily 
in his work. This is true regarding Harpware AcE in connection with 
practically all of the merchandising addresses that I am making these days 
before social clubs, ad clubs, chambers of commerce and boards of trade 
throughout the country. No one publication has been more helpful than the 


wun 


ALETADSENDOLET EAN 


my attention. 


TUUDUPELOUED ELUATE HEE 





EMM TU ATLL LLL 


“Yours very truly, 


HarpwarE AGE in getting material for these various talks. 

“Your publication seems to sense the responsibility for real merchandising 
and its pages are chockfull of real meat. 
your magazine carefully from cover to cover. Hardly an article ever escapes 
Your editorial pages are always given careful attention be- 
cause they seem to focus the outstanding problems before merchants and to 
give lucid and definite explanations of knotty merchandising problems. 

“T wish for you a Merry Christmas, a Happy New Year and an enlarged 
usefulness in your field. 


It is my custom to go through 


“THE HOOVER COMPANY, 
“Martin L. Pierce, 
“Research and Promotion Manager.” 
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We quote from 
stocks: 

Metal Polish.—Kimball line, No. 1, 
%-pints, white. $1.54 per doz.; pints, 
$2.40; gallons, $14.40. Perfect line, 
%-pints, $2.10 per doz; pints, $3.36; 
gallons, $18. Signet line, %-pints, $2 
per doz.; $3.20; $6; 
gallons, 

PICKS AND MATTOCKS.—Forward 
bookings of picks and mattocks are be- 
ginning to develop. It is a little early 
to get a line on how the season will 
probably shape up, but jobbers have all 
the confidence in the world that busi- 
ness will be up to the standard. The 
flurry in prices, which started in Oc- 
tober, seems to have subsided. 

We quote Boston jobbers’ 
stocks: 

Picks. — Railroad, 40 and 10 
cent discount; contractors’, 40 and 
5 per cent discount. Grub hoes, 40 
and 19 per cent discount. Mattacks, 
40 and 10 per cent discount. 

SANDPAPER.—The sale of sandpaper 
has been unusually large the past threg 
months. Retail dealers continue to buy 
in a small way, but are in the market 


often. 


Boston jobbers’ 


pints, quarts, 


from 


per 
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We 
stocks: 
Sandpaper.—First quality, in %- 
ream lots, 30 per cent discount; in 
) ss than %-ream lots, 25 per cent 
discount. Emery cloth, 5 per cent 
discount. 
SASH CORD.—Local jobbing quota- 
tions on sash cord have been marked 
up 3 cents to 5 cents a pound, depend- 
ing on the make, due to the continued 
rise in the price of raw cotton. The 
action of jobbers is based on new lists 
issued by sash cord manufacturers. 
We 
stocks: 
Sash Cord.—Acme, 
lb.; No. 7, 57c.; Nos. 8, 9, 
56c.; Sachem, No. 7, 
Samson spot cord, 
8, 9 and 10, 84c. 
SHEARS.—The new season for sheep, 
border and hedge shears, as well as 
pruners, is opening in a very encour- 
aging way. Jobbers have booked a 
very satisfactory amount of business 
and say they have just scratched the 
surface. 


quote from Boston jobbers’ 


quote from Boston jobbers’ 
No. 6, 59c. per 
10 and 12, 
No, 8, 54c.; 
5c . Nos. 


65c. ; 


No. 7, 


75 


We 

stocks: 
_ Sheep Shears.—True Vermonter, 
No. 055, $8.25 per doz. net; No. 057, 
$9.50. 

Border Shears.—No. 104, $3 
net; No. 105, $3.50; No. 106, $3. 

Hedge Shears.—No. 100, ladies, 6- 
in., $1 each; No. 100, men’s, 7-in., 
$1.30; No. 100, 9-in., $1.65; No. 101, 
9-in., $1.75. 

Pruners.—Clyde, No. 5403 
$25 per doz.; No. 5402, 24-in., 
5406, 24-in., $17.50. 
per doz. 


WAXES.—The market for floor waxes 
and furniture polish is on a very satis- 
factory basis. Sales are running well 
in comparison with those of a year 
ago. Stocks are in such condition that 
prompt deliveries can be made by job- 
bers, and prices are steady, with no 
indications of changing for some time. 

We jobbers’ 
stocks: 

Waxes.—Butchers, 1-lb. contain- 
ers, 50c. and 5lc.; 2-lb., $1.02; 4-Ib., 
$1.92; 8-lb., $3.84. Staples.—In 1-lb., 
containers, 43c.; Old English, in 1- 
lb. containers, 57c. 


quote from Boston jobbers’ 


each 


22-in., 
$28; No. 
Handy Andy $15 


quote from Boston 


Light Buying, Small Consumer Stocks 


and Firm Prices in Pittsburgh District 


(Pittsburgh office of HARDWARE AGE) 


HE latest statement of tonnage on books of the 
Steel Corporation on Dec. 1, as compared with Nov. 1, 
was really encouraging, as it showed that the loss in 
tonnage in the month of November was about 40,000 tons 
less than in the month of October. Some in the trade take 
this to mean that the turning paint in volume of orders 
has been reached, and that the tonnage statements of the 
Corporation in the future will be still more favorable. 

This may prove to be true, but this is the view of the 
ultra-optimists, and may not turn out to be correct. The 
feeling still persists that present prices on most lines of 
finished steel products are unduly high and are bound 
to recede before there will be any heavy buying. That 
this may be the correct view is partly shown by the fact 
that in the past week some large consumers of steel, 
notably automobile builders, were practically compelled 
to come in the market and place some fairly large orders 
for steel for automobile parts. In most cases, these 
orders were booked by the mills at somewhat lower prices 
than are openly being quoted. These orders were mostly 
for soft and alloy steel bars, sheets and small forgings, 
and indicate that the builders of cars are looking forward 
to a busy season for the first quarter of the year at least. 
Some of the larger car builders have not yet covered, 
believing that they may be able to do better by deferring 
their purchases for a time. 

The larger steel mills report that orders are not yet up 
to shipments, and probably will not be for some time. 
None of the steel consumers wants any steel shipped into 
them this month that they can possibly get along without. 
This means that there ought to be a material quickening 
in steel orders in the first week or two of the new year. 
A canvass of stocks on hand made recently among con- 
sumers showed conclusively that their stocks were below 
what they should be, and must be replenished in the very 
near future. It is said that not in some years have there 
been as light steel stocks all over the country as there 
are now, and this is really the most encouraging feature 
of the situation. 

Again we have to report that price changes among steel 
products in the past week were like those of the four or 
five preceding weeks, practically nil. There is still some 


shading going on in prices, but it is not as frequent as 
two or three weeks ago, and if anything, the tone of the 
market today is stronger than for several months. Most 
of the large steel mills have adhered to their determina- 
tion of some months ago that they will not shade prices 
to get business, but instead will limit output to meet 
actual demand as closely as they can. 

It is a remarkable fact that in the face of a steadily 
declining demand for steel since last May, prices on most 
leading finished steel products are practically on the same 
basis as when the demand started to grow less. The lead- 
ing steel makers figure they are ahead of the game by 
having pursued this policy, as it has certainly stabilized 
the market, which otherwise would likely have shown a 
decline. 

The situation in pig iron as regards new buying is 
about as quiet as it could possibly get. Following the 
heavy buying of about three weeks ago, some large con- 
sumers that have not yet covered their needs for first 
quarter seem disposed to wait until after the first of the 
year before buying, having enough iron on hand to meet 
their needs for the rest of this year, and-for a few weeks 
in the new year. Prices on pig iron have shown no 
changes over the last two weeks, and are likely to remain 
as they are until after the first of the new year. 

The Carnegie Steel Co. has announced its price on bil- 
lets, sheet bars and slabs as $42.50 at mill, for first quar- 
ter delivery, this being the same price in effect for the 
present quarter. This is taken to mean that the Carnegie 
company does not expect to make any changes in its 
prices on finished steel for the first quarter at least. 

Jobbers are looking forward to good business and are 
buying freely of goods for delivery in the spring months, 
and believe their retail customers will take these goods 
freely when they commence to buy for the spring trade. 
Two local jobbing houses report that their purchases of 
wire goods have been heavier than last year, and this also 
applies to other lines. The building outlook for next year 
is good, and demand for all kinds of builders’ supplies is 
likely to be fully as active as this year. Basic conditions 
in business are sound, money is plentiful and easy to get 
on good collateral, so that big nillaweaions can be financed 
and put through. ; 


t 
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PITTSBURGH BASE PRICES 


Note: It should be understood that prices given below are f.o.b. mill, Pittsburgh, and are quoted only for car 
loads or larger quantities. For smaller lots, the usual advances apply. 


Annealed Fence Wire, base, per 100 Ib 

Bright Plain Wire, base, per 100 lb 

Chain, Pound, base, per 100 Ib 

Galvanized Barbed Wire, base, per 100 Ib 

Galvanized Wire, No. 9, base, per 100 Ib... : 

Machine Bolts, small, rolled threads........ 60,10 and 10 oft list 
Machine Bolts, all sizes, cut threads............ 60 and 10 off list 
Machine Bolts, c.p.c. and t. nuts, % x 4-i ae 50 and 10 per cent off list 
Nails, Cut, base, per ; re 
Nails, Wire, base, per keg. 

Painted Barbed Wire, base, per 100 lb. 

Refined Iron Bars, per Ib 

Sheets, blue annealed, per Ib 

Sheets, black, 28 gage, per lb 

Sheets, galvanized, 28 gage, per |b 

Soft Steel Bars, per Ib 

Spikes, % and larger, base, per 

Staples, galvanized, base, per keg 

Steel Pipe, black, butt welded, 1 to 3-in... 62 per cent Off list 
Steel Pipe, galvanized, butt welded, 1 to 3-i 50% per cent sg 
Tin Plate, bright, per base box . 5. 
VOUS TOSS, CHTUORES CO BIOIE eo oi 6.606.606 8 6 ve 6 eaobo bbe cbewes Kaeo weed 67 % of liet 
Woven Fence, carloads to retailers.... solani. ba 5 off list 
Wrought Tron Pipe, black, 1-in. si 30 off list 
Wrought Iron Pipe, galvanized, 1- in. to 1%-in 13 off list 


Freight Rates 


All freight rates from Pittsburgh on finished iron and steel products, carload lots, per 100 Ib.: 


Philadelphia, domestic. $0.32 Buffalo .265 St. Louis AE Pacific Coast $1. 
Philadelphia, export... 0.235 Cleveland 21 Kansas City 7385 Pac. Coast, ship plates 1. 34 
Baltimore, domestic... 0.3 Cleveland, Y y Kansas City (pipe)... 0.705 0.5 
Baltimore, export 22 Comb. 0.1 St. Paul " ph 0.56 
New York, domestic... 0. ) i of Omaha 0.735 Jacksonville, all rail.. 0.70 
New York, export .258 Cincinnati oe Omaha (pipe) .705 Jacksonville, rail and 
Boston, domestic J Indianapolis od Denver F water 

Boston, export 255 Chicago .... Denver (pipe) 21k New Orleans 











In the hardware trade few price changes are being tain to come. The wise hardware merchant will see to it 
made, but there will be some revisions early in the year that his stocks are replenished early in the new year 
to a lower basis. Stocks of goods are light, and after that he may be prepared for the demands that will be 
inventory is out of the way, brisk business is almost cer- made on him for his goods. 


AXES.—tThere is a seasonable demand, at Ee belts, 6 and 10 pe, cont had been its previous custom. This 
shipments by the makers being more "heads, g0‘and'10 per cent off list; makes the price of the LaSalle Steel 
prompt than for some time. Prices Fee Bley FB game ” bes tg og Co., on cold-rolled steel bars, 3 cents, 
: Mie ne c.p.c,. ° “Le ° 
said to be holding firm. x 4 in. 60 and 10 per cent off list: Chicago, while local makers are quot- 
We quote from jobbers’ stocks, larger and longer sizes, 50 and 10 per ing 3 cents, Pittsburgh, the freight to 
cent off list. Hot pressed square or A r Pr 
‘> F — she titted axes hex. nuts, blank, 4,25c. off list. Hot Chicago from Pittsburgh being $6.80 
handled, $19 per doz.; unhandled, $15 pressed nate, tapped, 4,26¢. off wat. per ton. To get business in the Chi- 
of Y (p.c. an . Square or hex. nuts, a? 
304 poe Aegean a520 a ye mg blank, 4c. off list; ¢c.p.c. and t. square cago district in the future, local makers 
second grade axes, single bitted, - nex. nuts, tapped, ae oft list. will have to absorb this freight rate of 
semi-finishne ex. nuts; ° 4 . . 
lrg Ag see Be Hy Fagg smaller, U. S. S., 80 and 5 per cent $6 80, and whether they will do this 
dled, $21 per doz.; unhandled, $18 off list; % in. ant hear. U. ., S., remains to be seen. In the meantime, 
per doz. lor wad ear Pha wate ‘cent off the local market is somewhat dis- 
BOLTS AND NUTS.—Prices on nuts + S. A. E., % in, A mg row, 1S, turbed, and what the outcome will be 
’ . an r cent o st. Stove bolts : . : 
bolts and rivets are firmer than for sev- in packages, 75, 10 and 6 per cent off is a question. The price on cold-rolled 
eral months. Some makers who were eS ot ae ont oll ba an ae steel bars remains at 3 cents, Pitts- 
oe a . ’ 
offering extra discounts over regular 60 and 10 per cent off list. Bolt ends | burgh. 
prices in an effort to get business have = —_ a gua, 0908 oo IRON AND STEEL BARS.—The situa- 
withdrawn these, and are holding firm ends, % in. and smaller, 55 and 5 tion in steel bars remains quiet. Large 
for practically regular prices. Struc- tpl ag oF ad mee a consumers have not bought for their 
tural rivets, which have sold as low as and 10 to $5'and 5, per-cent oft list. first quarter needs, and say they will 
Washers, 5c. to 5.25c. o ist. ap ‘ * * 
$2.75 per 100 Ib., have sold lately at and set screws: Milled square and not be in a hurry. It is evident that 
$2.90, and some makers will not shade hex. head cap screws, 70 per cent the stability of the 2.40 cents price is 
that price. The general outlook for < — co no eoretes, 19 per coat to be thoroughly tested out. Demand 
the nut, bolt and rivet trade is better. per cent off list; upset set screws, 75 is only for small lots to meet current 
; on nuts and bolts, and prices and 10 per cent off list; milled_studs, needs. Iron bars are weaker in price, 
Discounts “ P 50 and 10 per cent off list. Rivets: 
on rivets are for large lots only, job- Large structural and ship rivets, and demand is quiet and only for small 
bers and warehouses charging the base, ~~ 100 Aes = i ye ys ad small lots. 
usual advance for small lots from stock. nrrete, — - - a We quote soft stee] bars, rolled 
Ww quote COLD-FINISHED STEEL BARS.—A ne bt Sr pgs pane; ere fon 
e : s . cold-finishing of screw stock analy- 
Machine bolts small rolled stir has been created in the market on 3 sis, $3 per ton over base; reinforcing 
threads, 60, 10 and 10 per cent off cold-rolled,,steel bars hy the announce- bars, rolled from billets, 2.40c. base; 
list. _ Machine bolts, all sizes, oat ment of the LaSalle Steel Co. of Chi- Se a5c. base, in car- 
ye Solte: Pr x 6 ro aaualies cago, that in the future it. will quote The above prices are: for carloads or 
and shorter, rolled threads, 60 and its products on the basis of f.o.b. Chi- larger lots, jobbers and warehouses 
10 per cent off list. Carriage bolts, : Pi charging the usual advances for 
out threads all sizes, 60 per cent off cago, instead of f.o.b. Pittsburgh, as small Jots from stock. 
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SHEETS.—Large consumers that have 
been holding back placing orders on 
account of what they term the high 
prices ruling, are coming in the market 
to some extent and are placing fair- 
sized orders. Some mills that were 
shading the market are now asking 
about regular prices, and the market is 
firmer. Automobile body sheets are 
holding quite strong at 5.25 cents for 
28 gage, but once in a while this price 
is shaded about $2 per ton. -The sheet 
mills are operating on an average of 
about 75 per cent of capacity. Regular 
prices on No. 28 gage black sheets are 
3.85 cents at mill, and for 28 gage gal- 
vanized are 5 cents at mill, these prices 
being for carloads or larger lots. Job- 
bers charge the usual advances for 
small lots from stock. 

STEEL PIPE.—Mills report that the 
demand for the larger sizes of pipe is 
holding up, and shipments just about 
balance incoming orders. Stocks of oil 
well goods are reported to be light. 
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Demand for butt weld sizes of pipe 
used in building construction is quite 
active, and all the mills are still some- 
what behind in shipments. Prices are 
ruling firm, and it is said that none of 
the mills is cutting the regular market, 
even to slight extent. For small lots 
from stock local dealers quote about as 
follows: 
Black 
%y....$3.39 
. 3.36 
. 3.86 $5. 
4.17 5.42 
. 5.12 6.56 
Above prices 
Pittsburgh. 
TIN PLATE.—Demand this year has 
been the heaviest ever known, while 
the large consumers have bought heav- 
ily for delivery in first quarter and 
first half of next year. Mills are oper- 
ating to about 90 per cent of capacity, 
and are pretty well sold up on all the 
tin plate they can turn out in the first 
half of the coming year. The price of 


Black 
..$ 7.18 


Galv. Galv 
$ 9.31 
9.71 12.59 

- 11.60 15.05 

- 15.61 20.25 
b.. 24.68 
100 ft 


per f.o.b 
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bright plate remains at $5.50 per base 
box, f.o.b. mill, Pittsburgh, to the 
large consumers. For small lots from 
stock the usual advances are charged. 
WIRE PRODUCTS.—tThere is more ac- 
tivity in the wire market, quite a 
few manufacturing consumers having 
placed large orders for wire and nails 
for shipment in first quarter of next 
year. Jobbers, however, buying 
sparingly until inventories have been 
completed. It is said that jobbers’ 
stocks are fairly large. Prices remain 
firm, both with the mills and the job- 
bers. 

Jobber- 
stocks as follows: 

Wire nails, $3.40 to $3.50 base per 
keg: galvanized, 2-point cattle wire 
$3.38 per spool; galvanized, 2-point 
hay wire, $3.63 per spool; galvanized 
4-point cattle wire, $3.60 per spool 
galvanized, 4-point hay wire, $3.90 
per spool; No. 9 annealed fence wire, 
$3.30 per 100 Ib.; N gaivanized 

fence wire, $3.90 per 100 Ib woven 
wire fencing, 62 per cent off et an 


the above prices or > are for 


s0-rod 


are 


quote retail trades 


Cincimnati Reports Largest Accessories 
Sales on Record—Prices Steady 


(Cincinnati office of HARDWARE AGE) 
“ HRISTMAS trade is in full swing, and to date it has 
been the largest in the history of the hardware 
jobbers and dealers in this district. 

Toys are moving exceptionally well, more especially the 
mechanical ones; wagon toys are now coming to the front 
and the more staple articles, such as flashlights, cutlery, 
electrical goods, skates, etc., have been good sellers. From 
the accessory branch of the trade the word comes that this 
year will witness the largest Christmas trade ever known. 
This is due in great measure to the advertising given auto- 
mobile accessories as suitable Christmas gifts. 

Forward buying is light, dealers being occupied with 
The near approach of 
inventory period also is having its effect on the buying 


taking care of the holiday throngs. 


AMMUNITION AND FIREARMS.— 
Sales have been above the average. An 
ordinance to license the sale of firearms 
in Cincinnati is receiving consideration, 
but its terms are being strenuously ob- 
jected to by the hardware trade, and it 
is probable that some less drastic 
method of curbing sales of firearms 
will be sought. One jobber gave it as 
his opinion that the proposed license 
fee, $500, would have the effect of driv- 
ing all jobbing houses out of the busi- 
ness of selling arms and ammunition. 
AUTOMOBILE ACCESSORIES. — 
Christmas buying very heavy. Future 
orders light, though winter accessories 
have been bought freely. Cold spell 
needed to start the retail demand, with 
consequent fill-in orders for jobbers. 
Prices generally stationary. 
We quote from Cincinnati jobbers’ 
stocks: 
Spark Plugs.—Champion X, 
each; in lots of 100, 43c. each. 
Weed, Rid-O-Skid and Deluxe 


Chains.—25 per cent off; in lots of 
12 a 33% off; in lots of 50 sets, 
4 


0 off. 

Spotlights.—Delta, No. 20, $2.75 

each; in lots of 12, $2.60 each; Delta 

0 each; lots of 12, $2 

, $2.70 each: in lots 

$2.60 each; New Delta Model 

No. 65, $4.25 each; in lots of 12, 
$3.90 each. 


45c. 


holiday gifts. 


AXES.—Demand stocks good; 


prices steady. 


BOLTS AND NUTS.—Firmer tone 
noted in prices; demand fair; stocks in 
good shape; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, small sizes, 50 
and 10 off; large sizes, 45 and 10 off: 
carriage bolts, small, 45 and 10 off; 
large, 40, 10 and 5 off; stove bolts, 
70 and 10 off; semi-finished nuts, *%- 
in. and smaller, 75 off; larger sizes, 


65 off. 

BUILDERS’ HARDWARE. — Demand 
still good. The new carpenters’ union 
functioning on some jobs, but jurisdic- 
tional disputes still retarding building 
operations. However, buying of build- 
ers’ hardware continues, and some 
orders have-been placed for spring de- 
livery. Prices are steady. 


CUTLERY. — Holiday sales 
stocks fair; prices steady. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales have been exceptionally 
good, the mild weather allowing of 
much outdoor work being completed. 
Prices steady, though unchanged. 


We quote from Cincinnati jobbers’ 
stocks; 28-gage, 5-in. eaves trough, 
$4.75 per 100 ft.; 28-gage, 3-in. cor- 
rugated conductor pipe, $5 per 100 


fair; 


heavy; 


policy of the merchants, and what purchases are being 
made today are of the class of merchandise suitable for 


Prices are very stable, and a number of jobbers report 
that they have made no changes in their quotations for 
the past two weeks. 
kinds of cotton goods have advanced prices slightly, but 
jobbers have decided that at least until the first of the 
year their quotations would remain as at present. 

Collections are good. 
district are excellent, despite unseasonable weather. A 
few days of cold weather are all that is needed to turn the 
average buyer’s mind to thoughts of buying the more sea- 
sonable goods, which have been moving only in fair volume 
during the past two or three weeks. 


Some manufacturers of different 


General business conditions in the 


ft.; 3-in. corrugated conductor 

bows, $1 75 per doz 
FLECTRICAL GOODS.—Christmas 
buying iv full swing, and due to adver- 
tising campaign, heaviest in history. 
Prices steady; stocks in good shape. 
GALVANIZED WARE.—Some manu- 
facturers have attempted to advance 
prices, but with little success. Demand 
has been fair; stocks in good shape. 

We quote 
stocks: 

Galvanized Tubs.—No. 9, $5 doz.; 
No. 1, $6.15 doz.; No. 2, $6.90 doz.; 
No. 3, 98.45 doz. : 

Galvanized Pails.—10-qt., $2.35 doz.; 
12-qt., $2.55 doz.; 14-qt., $2.85 doz.; 
16-qt., $3.40 doz. 

Garbage Cans.—Witt No. 1 with lid, 
$3.75 each; No.2 with lid, $4.35 each; 
No. 3, $5 each; Witt pails, with lids, 
No. 7, $91.60 each; No. 8, $1.80 each; 
No. 9, $1.95 each. 

GLASS.—Current demand satisfactory; 
future prospects bright; prices steady; 
stocks adequate. 

We quote from Cincinnati 
stocks: Single and double strength 
A, first three brackets, 86 per cent 
discount; over first three brackets, 
84 per cent discount; double strength 
A, 85 per cent discount; double 
strength B, 87 per cent discount. 

HICKORY HANDLES.—Demand con- 


tinues good; prices firm. 
We quote from Cincinnati jobbers’ 
stocks: Hay fork handles, 5% ft 


from Cincinnati jobbers 


jobbers’ 





straight, 


$3.35 doz.; 6 ft. straight, 
$4.35 doz.; 


7 ft. straight, $6.50 doz.; 6 
ft. bent, $3.35 doz.; 54% ft. bent, $3.95 
doz.; 6 ft. bent, $5 doz.; Long manure 
forks, $2.85 doz.; D-shovel handles, 
$6 doz.; D-shape handles, $5.85 doz 

ICE SKATES.—Christmas trade very 

good, despite summer-like weather; 

stocks fair; prices firm. 

We quote from Cincinnati jobbers’ 
stocks; Common ice skates, 5c. pr.; 
nickel plated, $1.35 pr. nickel plated, 
hardened runner, $2.10 pr.; hockey, 
$1.70 pr.; ladies’ skates, $1.13 pr. 

LANTERNS. steadily on 

hand-to-mouth buying; stocks in good 

shape; prices unchanged. 

We quote from Cincinnati jobbers’ 
stocks: Supreme, No, 210, $7.75 doz.: 
Supreme, No. 240, 912.75 doz.; 1380 
Midget Vehicle lantern, red lens, iron 
clamp, enameled, B, E. lens, $17 doz.; 
167 Supreme, $12.75 doz.; 100 Supreme 
Electric $15 doz.; Monarch, $8 doz.; 
Monarch, ruby glow, $10 doz.; D-Lite, 
$13 dez.; Little Wizard, $8.50 doz.: 
Blizzard, No. 2, 913 doz.; Blizzard, 
brass fount and top, $18 doz.; Buck 
eye Dash, $14 doz.; Railroad, No. 39, 
$15 doz 


NAILS.—Price situation stable at $3.50 
per keg, base, though reports, probably 


without foundation, are current of lower 


prices in prospect. Sales good; stocks 


in good shape. 
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We 
stocks: 
keg, base; 
per keg. 

PAINTS AND OILS.—Turpentine has 
advanced 2 cents per gal., but other 
prices unchanged; demand fairly heavy. 

We quote from Cincinnati jobbers’ 
stocks: Keady mixed house ponte, 
$2.90 per gal.; linseed oil, single bar- 
rela, ¥8c. per gal; turpentine, single 
barrels, $1.05 per gal.; white and red 

_ lead, 14%c, per gal. 

SASH CORD.—Some manufacturers 
have advanced prices approximately 2 
cents to 3 cents per lb., but jobbers’ 
quotations remain unchanged; demand 
satisfactory. 

We quote 


quote from Cincinnatl yg 
Common wire nails, $3.50 
cement coated nails, bf 20 


from Cincinnati jobbers’ 
stocks: Better grades, 80e, Ib.; 
cheaper grades, 45c, Ib. 


SASH WEIGHTS.—Prices strong; de- 
mand fair; early advance prophesied. 
We quote 
stocks: Cast 
per 100 Ib 
SCREWS.—No changes in prices; de- 
mand rather limited; stocks in good 
shape. 
WEATHERSTRIP.—Sales have _ been 


fairly good, but colder weather is needed 


from Cincinnati jobbers’ 
iron sash weights, $2.50 
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to stimulate retail demand; prices 


strong. 


We quote from Cincinnati jobbers’ 
stocks: Wood edge, No. 0 ano No 
+ $14.25 per 1000 ft.; No. 1%, § » gor 
1000 ft.; No. 2, $24 per 1006 te 

$23.75 per 1600 ft.; felt edge, Nos. 
60 and 61, $17 per 1000 ft.; . Be, 61%, 
WR per 1000 ft.; No. 62, $27.50 per 
1000 ft.; No. 65, 940.50 per 71000 , &. 
all rubber, No. 9 W er 1000 ft.; No. 
10, $2.76 per 100 ft.; No. 11, $3.50 per 
100 ft. 


WIRE CLOTH.—Future orders light, 
and prices unchanged, sums up the 
situation. 
We quote 
stocks: Black 
per 100 aq. ft.; 
aq. ft. 


WRENCHES.—Demand fair, particu- 
larly for attractively boxed sets for 
Christmas gifts; prices steady. 

We quote from Cincinnati jobbers’ 
stocks: Agricultural wrenches, 60 
off; Coes wrenches, 40 and 10 off; 
Stillson, 60 off; Trimo, 60 off; Snap- 
on Wrenches, No. 101 Master Service 
sets, $15.25 each; No. 202, heavy duty 
sets, $% each; No, 404 Universal sock- 
et sets, $7 each; No. 505B, screw- 
driver sets, $3.40 each; less 40 per 
cent on all Snap-on wrenches, f.0.b. 

Milwaukee 


from Cincinnati jobbers’ 
painted, 12-mesh, $2 
opal, $2.65 per 100 


Twin Cities Holiday ‘Trading Excellent— 


Phonograph and Radio Both Active Lines 


(Minneapolis office 


OBBERS report a good volume of business for holiday 
most of the dealers have al- 


merchandise, although 
ready got their stocks into shape. 


Dealers report sales as of fairly good volume in practi- 


cally all lines that are seasonable. 


There is a very good demand for radio equipment. 
dealers as handle phonographs report a rapidly improving 
demand with the approach of the holiday season. 


ASH SIFTERS.—Sales stocks 
good; prices steady. 


We 


fair; 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood sift- 
ers, $3.75 per doz.; round metallic, 
$4 per doz.; wood barrel, $12 per doz. 
AXES.—Good demand; stocks ample; 
prices remain firm. 

We quote from jobbers’ stocks, 
f.ob. Twin Cities: Single bit axes, 
base weights, $14; double bit base 
weights, $19 per doz. 

BALE TIES.—Moderate demand; stocks 
good; prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 65-10 per cent from list. 

BOLTS.—Retail demand light; large 
buyers not in market for immediate de- 
livery; some orders booked for early 
next year; prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Small and large 
earriage bolts 45-5 per cent; Small 
and large machine bolts 50-5 per 
cent; stove bolts 70 per cent; Lag 
screws 50-10 per cent. 

BRADS.—Immediate demand only fair. 
Some orders being booked for early 
spring shipment. Prices remain as for 
some time past. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 
25-lb., boxes, 70-10 per cent. 

BUILDERS’ HARDWARE.—Sales of 
builders’ hardware*continue to be very 


satisfactory for this season of the year. 


of HARDWARE 


Reading 


AGE) 


S 


Skating has opened up on the smaller bodies of water 
and a fair demand for skates is opening up. 
expected to improve rapidly. 


Demand is 
As yet there is no snow 


and there is no demand for sleds, toboggans, snow shovels, 


and similar items. 


While there is some unemployment, as is usual in the 


Such 
—, 


Jobbers’ and dealers’ stocks are now in 
good condition. 

COAL HODS.—Demand 
good; prices firm. 

We from jobbers’ stocks, 
f.o.b. Twin Cities: 17-in. open jap- 
anned, $3.75; 18-in., $4.25; 17-in. ,fun- 
nel japanned. | $4.80; 18-in., $5.25; 
17-in. open galvanized. $5. 18-in. 
$5.80; 17-in. funnel Sameck 96.65; 
18-in., $7.10 per doz. 

EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales_ slowing up 
somewhat, but demand continues fair; 
stocks good; prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eeaves_ trough, 
lap joint, single bead, 5-in., $5.25 per 
100 ft.; 3-in., 28-gage conductor pipe, 
$5.40 per 100 ft.; 3-in. conductor 
elbows, $1.73 per doz. 

GALVANIZED WARE.—Sales of aver- 
age volume for this season; stocks 
good; prices stationary. 

We quote from jobbers’ 
f.o.b. Twin Cities: : 
galvanized tubs, $6.85; No. 2, $7.75; 
No. 3, $8.95; Heavy galvanized tubs, 
No. 1, 912.00; No. 2, $13.25; No. 3, 
$14. 50; Standard galvanized pails, 10- 
qat., $2.55; 12-qt., $2.90; 14-qt., $3.20; 
16-at. stock pails $5.00; 18-qt. stock 
pails $5.75 per doz. 

GLASS AND PUTTY.—Very good re- 
tail demand; prices show no further 
change since decline reported in last 
issue. 


We 


fair; stocks 


quote 


stocks, 
Standard No. 1 


quote from jobbers’ stocks, 


fall of the year, it has not as yet reached any large pro- 


Collections continue rather slow. 


f.o.b. Twin Cities: Minnesota Prices; 
single strength glass £2-10-5 per cent; 
double strength glass 84-10-5 per cent; 
Putty, 50-ib. steel drums. $5.00 per 
ewt.; 25-lb. steel drums $5.20 per cwt. 


HAMMERS AND HATCHETS.—Fairly 
steady demand for this line; new prices 
were quoted in last issue. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpenters’ ham- 
mers, Maydole No. 11%, $13.50; 
Plumb HF91 $12.00; Riverside 61114. 
$12.00; Plumb broad hatchets No. 3, 
$17.15; Plumb shingling No. 2, $13.15; 
Plumb claw No. 2, $14.40 per doz. 

LANTERNS.—Demand good; _ stocks 
ample; prices firm. 

We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Dietz tubular lan- 
terns, long or short globe, $13.00 per 
doz.; Embury lanterns No. 210, $7.75 
per doz.; No. 240, 912.75 per doz.; 
No. 150, Midget vehicle Janterns, 
$17.00 per doz. 


NAILS.—Demand continues good for 
this late in the year; stocks good; 
prices steady. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities. Standard wire 
nails, $4.10 per keg, base; cement 
coated nails, $3.60 per keg, base. 
OIL HEATERS.—While the bulk of the 
demand is no doubt over, there is still a 
fairly good volume of sales. Prices 


show no change. 
We quote from 
f.o.b. Twin Cities: 
steel, 3-qt., capacity, $3.5 
nickel polished steel, 4-qt., 
$5.40 each. 


jobbers’ stocks, 
Japanned poueee 
each; 
me. 
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Made for Repeat Sales 


There is more to this than it 
sounds. These products are 
made good in all grades and 
to a standard of excellence 
forany given job. That iswhy 





a 











Mc KINNEY 
Hinges Butts 





make repeat sales and why 
they are good for you to 
sell. Builders who use these 
hinges and butts come back 
for more. Asarule,they 
come back soon. | 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 


Western Office and Warehouse — Chicago 


Garage hardware, door hangers and track, door bolts and 
latches, shelf brackets, window and screen hardware, 
steel door mats and wrought specialties 














80 


PYREX OVEN WARE.—Sales 
and showing steady 
stocks good; prices firm. 

We 


good 
improvement; 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Pyrex oven ware; 
No. 101 casseroles, $1.33 each; No. 
197 casseroles, $1.17 each; No, 202 pie 
plates, 50c.; No. 210 pie plates, 67c.: 
No. 212 bread pans, 60c. No. 23 
utility pans, 67c.; No. 12 teapots, 2- 
cup, $1.67 each; No. 24, 4-cup, 92 
each; No. 36, 6-cup, $2.33 each. 


REGISTERS.—Demand 
fair; prices stiff. 
We quote from 


f.o.b. Twin Cities: 
ters, 33% 


good; stocks 


jobbers’ stocks, 
Cast steel regis- 
per cent from lists. 
ROPE.—Sales fair; stocks good; prices 
remain as last quoted. 

We 
f.o.b 
rope, 
sisal 


quote from 
Twin Cities: 


jobbers’ stocks, 
3est grddes manila 
17%c. per lb. base; best grades 
rope, 16%4c. per Ib. base 
SANDPAPER.—Sales in retail way 
only fair; some large users placing 
orders for later delivery; prices un- 
changed. 
We quote from 
f.o.b. Twin Cities: Best grade No. 
1 per ream, $6.50; Second grade No. 
1 per ream, $5.85; Garnet No. 1, 
$16.50 per ream. 


jobbers’ stocks, 


SCREWS.—Demand fair; some spring 
business being booked; stocks good; 
prices fairly steady. 

We quote 
f.o.b. Twin Cities: Flat head bright 
screws, per cent; round head 
blued screws, 7214 per cent; flat head 
japanned, 67% per cent; flat head 
brass screws, 70 per cent; round 
head brass, 67%4 per cent. 


SKATES.—Demand beginning to de- 
velop; steady improvement expected; 
stocks at present ample; prices stiff. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Men’s No. 1624 
skates, 80c. per pair; 1624%, $1.15 
per pair; 524%, $1.21 per pair. Ladies’ 

; 56244, 1.06 per pair; Nestor 


from jobbers’ stocks, 


fv-0 


No 


Steel Step Ladder Practically 
Indestructible 


A steel step ladder that is claimed 
to be practically indestructible has been 
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Johnson hockey, plain, 7.50 per 
pair; nickel plated, $8.50 per pair. 
SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—Lack of snow has pre- 
vented any demand; stocks good; prices 

firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good grade scrap- 
ers, $4.75 per doz.; straight handle 
wood, $4.85; straight handle steel 
blade, $5.25; galvanized steel blade D 
handle, $12 per doz. 

SOLDER. — Steady demand; 
ample; prices remain firm. 

We quote from 
f.o.b. Twin Cities: Guaranteed 
and half solder 32 cents per Ib. 

STEEL SHEETS.—Sales only fair; no 
particular demand; stocks good; prices 
steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28-gage galvanized 
steel sheets, $6.40 per cwt.; 28-gage 
black steel sheets, $5.30 per cwt. 

STEEL TRAPS.—Rapid improvement 
in sales noted; stocks ample; prices 
steady. 

We 


stocks 


stocks, 
half 


jobbers’ 


quote from jobbers’ stocks, 
Twin Cities: Victor No. 0, 
No. 1, 92; No. 1%, $3.05; No. 
7; Newhouse Oneida Jump, No. 
No. 1, $2.38; No. 1%, $3.48 

* doz. 


STOVE GOODS.—There is about an 
average demand for stove goods, but 
considerably less than earlier in the 
fall. Prices show no change. 


We 2 jobbers’ stocks, 
f.o.b. Twin Cities: Stove boards, 
crystallized, 28 x 28, $16.15; 30 x 
30, $18.70; 36 x 36, $23.65; stove pipe, 
uniform blued, 28-gage, 6-in., knock- 
down, 914.60 per 100 joints; common 
6-in. corrugated elbows, $1.35 per 
doz.; 6-in. adjustable charcoal iron 
elbows, $1.95 per doz.; dampers, cast 
iron, wood or coil handles, $1.40 per 
doz.: stove shovels, 14%-in., 
panned, 60c. per doz.; 21%4-in., Jum- 
bo, japanned, $1.55 per doz.; Jumbo, 
Jr., 90c. per doz. 


eote from 





put on the market by S. Field, 544 West 
Lake Street, Chicago, Ill. This ladder 
is the culmination of many years of 
work and experiment. Mr. Field has 
always made a specialty of rolling 
and turning steel. He has ,used his 
ability in this direction to advantage 
in his new ladder. The lightness of 
construction is due entirely to the rolled 
and hemmed edges, which practically 
corrugates the metal. There are no 
sharp edges, as all of them are rolled 
under. The illustration shows the brac- 
ing and the ladder is just as strong 
on the back as on the step side. 
A patented hook holds pails and buck- 
ets on the top brace, and does away 
with the usual pail shelf. The steps are 
corrugated and embossed to prevent 
slipping. The feet are circular metal 
discs covered with rubber shoes and 
are just as serviceable without the rub- 
ber as with it, although rubber is pre- 
ferred on varnished floors. The ladder 
is about the same weight as the ordinary 
ladder, but lighter than the wood lad- 
ders made with considerable iron and 
brace work. This is an interesting ad- 
dition to the hardware field because of 


its rigid construction and light weight. . 


Due to the brace rods, which lock when 
the ladder is open, it cam be used as a 
trestle. The finish is light gray enamel 
and production includes 3, 4, 5, 6, 7 and 
8 ft. lengths. 
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TACKS.—Demand remains fairly good; 
stocks ample; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 8-oz. American 
cut, 82¢c.; 8-oz. tinned carpet, 9%6c.; 
8-0z. blued carpet, 82c.; No. 11, 
double pointed, 83c. 


TIN PLATE.—Demand good; stocks 
fair; some difficulty expected in getting 
sufficient stocks for spring demand; 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Tin plate, furnace 
coke, ICL, 20 x 28, $16.50 per box; 
roofing tin, IC, 20 x 28, 8 lb. coating, 
$15 per box. 


WEATHERSTRIP.—Sales good; stocks 
ample; prices firm. 

We quote from 
f.o.b. Twin Cities: % 
and felt, $1.85 per 
per 100 ft. 

WHEELBARROWS.—Demand fair for 
this late in the year; stocks ample; 
prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: food stave bar- 
rows, fully bolted, 937.50 per doz. 
Tubular steel, No. 1, $6.75 each; 
wood garden barrows, $6.25 each. 

WIRE.—Sales not very active; stocks 
good; prices steady. 

We from jobbers’ 
f.o.b. Twin Cities: Barbed wire 
painted cattle, 80-rod spools, $3.70; 
galvanized cattle, $3.97; painted hog- 
wire, $3.96; galvanized hog-wire, 
$4.25; smooth black annealed No. 9, 
$4 per cwt.; smooth galvanized an- 
nealed, $4.45 per cwt. 


WRENCHES.—Sales of wrenches con- 
tinue good; stocks now in good condi- 
tion; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60 per cent; Coes wrenches, 
40-10 per cent; engineers’ wrenches, 
25 per cent; knife handle wrenches, 
40-10; Stillson, 60-10; Trimo, 60-7%; 
Snap-on wrenches in sets, Master 
Service No. 101, 915.25; No. 202, $8: 
No. 404, $7; No. 505B, $3.40 less 40 
per cent, f.o.b. Milwaukee. 


jobbers’ stocks, 
and % wood 
100 ft.; l-in., $2.60 


quote stocks, 


Fraim Padlock Assortment 


The E. T. Fraim Lock Co., Lancas- 
ter, Pa., has recently adopted a new 
style card on which to display an as- 
sortment of padlocks for use on motor- 
cycles, bicycles and automobiles. The 
above illustration shows the No. 1861 
Assortment in which are included locks 
with solid and adjustable shackles, also 
their No. 574 Spare Tire Padlock, which 
is designed for use with the tire car- 
rier regularly supplied with most of 
the popular priced automobiles. 

These card assortments are designed 
to enable the jobber to supply a small 
stock of readily saleable padlocks to 
the garage dealer who carries acces- 
sories as well as to hardware dealers. 
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Garage Door Hardware Multifold W indow Hardware 
Were Used in the Most Perfect House in America 


Because of the unusual care given to the selection of every detail, the recently constructed 
“most perfect house in America” stands as an authoritative guide for everyone planning 
a new home, or alterations to an old one. It affords you a remarkable opportunity to 
call attention to the R-W Specialties selected for this house, and so largely increase your 
sales on these profitable items. 


An illustrated folder giving full details will be mailed on request. Show it to your cus- 
tomers and watch your sales grow! Write Dept. A for your copy of this folder today. 


New York : Chicago 
Boston , Minneapolis 

Philadelphia Omaha 
Kansas City 


ag <erhame 4 AURORA, ILLINOIS,U.S.A. Hye ae nd 


St. Louis RICHARDS-WILCOX CANADIAN CO 1? Se 
Winnipeg LONDON, ONT. Montreal 











Time Tested Quality 
Plus Proven Profits 


lor more than 35 years Arcade Damp- 
ers and other stove equipment have 
played a prominent part in building 
world-wide popularity for Arcade Qual- 
ity hardware. 


All steel spindle with sharply ground 
point—nickel plated coil or wooden 
handle—open or enclosed’ spring — 
strongly built cast iron blade that will 
not break. Absolutely guaranteed. 


Write your nearest jobber for prices. 


ARCADE 
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Stove Pokers 
Stove Scrapers 
Furnace Pokers 
Lid Lifters 
Comb. Lifters 
and Shakers. 
Stove Trucks 
Dampers 
Damper Clips 














“Made for Service” 


Arcade Manufacturing Company 
Freeport, Illinois 


Also Makers of 


ARCADE TOYS 
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Washington News 
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But in the revision of the income tax 
I believe the committee will ultimately 
stop at this point. A tentative effort 
will be made to reduce the present 50 
per cent maximum surtax but ultimate- 
ly this effort is likely to be abandoned 
on the ground that the House will not 
follow the committee. A compromise 
rate of 35 or 40 per cent may be incor- 
porated in the bill as drafted, but before 
the measure gets through the House 
the present maximum is likely to be 
restored. 


More Tax-Exempt Bonds Will Issue 


Of course this will mean a continu- 
ance of the present situation in which 
men of large means cannot, without 
great financial sacrifice, invest their 
funds in the stocks and bonds of pro- 
ductive enterprises. As a corollary the 
current flood of tax-exempt municipal 
bonds will continue with its constant 
temptation to extravagance in munici- 
pal management which may ultimately 


| lead to repudiation. 


I doubt very much whether the com- 


| mittee will adopt Mr. Mellon’s sugges- 
| tion for a general scaling down of the 
| surtax brackets. 
| the House put this recommendation in 


The demagogues in 


the same category with the proposed 
reduction in the surtax maximum as 
something devised “to make the rich 
richer.” 

The statisticians of the Ways and 
Means Committee are figuring on a tax 
cut of not to exceed $200,000,000 leav- 
ing something over $100,000,000 to be 
absorbed by the soldiers’ bonus—as far 
as it will go. The proposed reductions 
in the income tax will call for at least 
$150,000,000 of the proposed cut while 
the repeal of some of the so-called 
nuisance taxes will eat up the remain- 
der. 

Already the representatives of nu- 
merous interests who naturally regard 
their tax burdens as nuisances are in 
Washington loudly clamoring to be in- 
cluded in the proposed exemptions. 


Movie Men Optimistic 


The moving picture people are very 
hopeful that the admission tax will be 
taken off and point to the specific rec- 
ommendations of both the President 
and the Secretary of the Treasury. 

The automobile manufacturers are 
also gathering here. They are not quite 
so hopeful in view of Mr. Mellon’s 
warning that the most productive of 
the special taxes cannot be spared at 
this time. 

Other interests represented here in- 
clude the jewelry manufacturers, the 
candy makers, the retail druggists who 
pay taxes on soda fountain syrups and 
soft drinks, while the telephone and 
telegraph companies have very able at- 
torneys in Washington looking hope- 
fully forward to the acceptance by Con- 
gress of Secretary Mellon’s recommen- 
dation that the tax on telegrams and 
telephone messages be repealed. 
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Perhaps the most vigorously waged 
campaign now on foot here has been 
launched by the national council of the 
Association of Traveling Men who are 
demanding the repeal of the surtax of 
50 per cent on Pullman seats and 
sleeping berths. Already half a dozen 
Senators and Representatives have in- 
troduced bills lifting this tax which is 
said to produce approximately $34,000,- 
000 per annum. 

Resolutions and memorials received 
by the Ways and Means Committee 
from a large number of national trade 
associations urge the abolition of this 
surtax. A typical argument in support 
of this measure is as follows: 

“The surtax on Pullman seats and 
sleeping berths is essentially a war tax 
which President Coolidge in his recent 
annual message declared should not be 
retained in time of peace. It was im- 
posed not only to produce revenue but 
te discourage unnecessary travel dur- 
ing the emergency period of the war. 


An Unjustifiable Levy 


“There is certainly no justification 
for the further retention of this tax. 
The railroads do not get it and the Fed- 
eral treasury does not need it. 

“This burdensome surtax is paid by 
every enterprising concern in the coun- 
try that puts a traveling man on the 
road and it is a serious obstacle in the 
way of stimulating the growth of our 
industries. In many lines of trade 
business is slowing down and every in- 
centive should be given our industrial 
leaders to speed it up by every legiti- 
mate means. 

“It therefore seems the height of 
folly to continue to maintain a tax 
which acts as a serious obstacle to the 
extension of business. Congress can 
do no wiser nor more patriotic thing in 
connection with the prospective revenue 
reducing legislation than to repeal the 
surtax on Pullman seats and sleeping 
berths.” 


Big Drive for Price Maintenance 
Legislation 


No less than 600 commercial organi- 
zations, the majority national in scope, 
are backing the Kelly and Merritt bills 
legalizing the maintenance of resale 
prices of identified merchandise. This 
is the estimate of Edmond A. Whittier, 
secretary-treasurer of the American 
Fair Trade League, who is here for a 
conference with the authors of these 
measures and the leaders of the House 
Committee on Interstate and Foreign 
Commerce. As stated in this corre- 
spondence last week, both bills have 
already been reintroduced by their 
sponsors and it is confidently expected 
that the militant support of the vast 
army of business men already lined up 
behind them will bring about an early 
hearing before the committee to which 
they have been referred. 

“An early decision in this matter is 
due the purchasing public of the coun- 
try,” says Mr. Whittier. “The present 
situation resulting from unreconcilable 
decisions in the Colgate and Beechnut 
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Weight—Count—Name 


If you buy Tacks by weight—weigh them. 
If you buy Tacks by count—count them. 


But if you buy Atlas Tacks you are saved the annoyance of 
either weighing or counting them, because the name Atlas 
on the package guarantees both full weight and full count of 
the best quality Tacks obtainable and always assures you of 
getting— 


“The Greatest Quantity of Quality at the Price” 


Everything in Send for 
Tacks and Latest 
Small Nails 


Atlas Catalog 


Registered 
Trade Mark 


ATLAS TACK CORPORATION | 


Fairhaven, Mass., and St. Louis, Mo. 
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Mephisto Auger Bits never 
vary in size. Any 13/16 
Mephisto Bit will bore a hole 
exactly 13/16 in diameter. 
Every Mephisto comes from 
the forging department 3/64 
of an inch over size. It is 
then run through a sizing ma- 
chine, designed and built by 
us, which mills the bit to 
within 7/1000 of an inch of 
correct size. After this, fur- 
ther operations reduce it to 
exact size. 


Many of your customers will 
want bits made in this man- 


ner. 





ie Bi peu cet 





The W. A. Ives Mfg. Co. 


( Dept. WA pinaunnitind Conn. ) 
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cases is intolerable. Under these de- 
cisions the right of refusal to sell has 
become so confused that the consumer 
is deprived of any protection against 
retail profiteering through the general 
misuse of standard goods as fictitious 
‘bargain bait.’ 


Good Will Thieves at Work 


“The good will thieves are now oper- 
ating with impunity, and the honest 
quality producer of a standard article 
is helpless to protect either himself or 
the public. We are looking to the chief 
law-making body of the nation for re- 
lief and have no doubt it will be granted 
at the present session. 

“The situation is serious and calls 
for prompt congressional action. These 
bills are simple. They merely restore 
to manufacturers of branded, well ad- 
vertised and well known goods, the 
legal right to name a fair uniform liv- 
ing price at which, no more or no less, 
such products shall be resold. 

“This legislation will protect every 
legitimate merchant in his fight for 
square dealing with the public and will 
help the consumer by removing the 
main prop from fake bargain sales. In 
fact, this proposed legislation rests on 
the firm foundation of public interest. 


Price Cutting Uneconomic 


“Price cutting below cost is wasteful 
and uneconomic as well as an unfair 
method of competition. The price cut- 
ter is obliged to make up his losses on 
standard goods by exorbitant profits on 
other products. 

“In the end the consumer loses. The 
practice of selling one line below cost, 
recovering the loss and making a profit 
on the entire transaction through the 
sale of other commodities at a very 
much increased price has spread rap- 
idly since the Supreme Court let down 
the bars and the remedy can only be 
applied by a corrective law. 

“Quality deterioration is the inevit- 
able result of price demoralization. The 
manufacturer must cut his product to 
meet lower conditions. On the other 
hand, a stable standard price breeds 
competition in quality between manu- 
facturers seeking the consumers’ favor 
and constantly operates to the public 
good.” 


To Abolish Trade Commission 


The measure drafted by Representa- 
tive Johnson abolishing the Federal 
Trade Commission has been formally 
presented in the House and referred to 
the committee on interstate and for- 
eign commerce. It provides that the 
commission shall cease to exist from 
ard after sixty days following the ap- 
proval of the proposed act. 

Upon the abolition of the commis- 
sion all its records, documents and 
papers and all investigations and pro- 
ceedings pending before it are to be 
transferred to the Department of Com- 
merce. In that department the work 
of the commission will be carefully ex- 
amined and the Secretary of Commerce 
is authorized to determine “which of 
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such investigations or proceedings shall 
be prosecuted, continued, suspended or 
dismissed.” 

After an opportunity has been af- 
forded the Secretary to study the prob- 
lem at length he is required by the 
pending bill to submit to Congress 
“recommendations respecting the scope 
or extent of functions properly to be 
exercised by the Department of Com- 
merce or by a bureau or bureaus there- 
of in the protection and preservation 
of the legal and equitable rights of per- 
sons, partnerships and corporations en- 
gaged in interstate trade and com- 
merce.” The unexpended balance of 
appropriations remaining to the credit 
oi the Federal Trade Commission upon 
the date of its abolition is to be trans- 
ferred to the credit of the Department 
of Commerce. 


Has Failed to Assist Industry 


There is a strong feeling in both 
houses that the Federal Trade Commis- 
sion has failed to meet the expectations 
of those who were instrumental in its 
organization and especially that since 
the old bureau of corporations, origi- 
nally an agency of the Department of 
Commerce, has become an independent 
commission, the activities of that body 
have been devoted chiefly to inquisito- 
rial investigations and have accom- 
plished very little in aid of the indus- 
try and commerce of the country. 

The chief reason for the aggressive 
and inquisitorial policy pursued by the 
Commission js not far to seek. It is to 
be found in the character of men who 
have been appointed to the Commission 
since it was first independently or- 
ganized. 

These men have usually been active 
candidates for membership on the Com- 
mission and have sought the office be- 
cause of the opportunity it would afford 
them to exploit their peculiar economic 
theories. Under these conditions it is 
not surprising that the chief activity 
of the Commission has been the inves- 
tigation of individuals, firms and cor- 
porations engaged in efforts to main- 
tain the resale prices of their goods or 
in distributing them through recog- 
nized trade channels. 


Restraint of Trade Alleged 


The most vigorous crusade under- 
taken by the Commission has been di- 
rected against firms and corporations 
of the highest standing that have 
sought to take advantage of the dec- 
laration of the United States Supreme 
Court that a manufacturer or mer- 
chant may choose his own customers 
and may refuse to sell to price cutters. 
The Commission has very aggressively 
urged the contention that this declara- 
tion of the highest legal tribunal in the 
land cannot be availed of in practice 
but that the setting up of any machin- 
ery for the purpose of actually main- 
taining resale prices is an act in re-~ 
straint of trade. 

In the Mennen case the Commission 
attacked the service jobbers of the 
country without regard to the line of 
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No. 1153—Hven-Balance Market Scale 


CHATILLON 


Even Balance Counter Scales 


There is scarcely a retail store that does not use one or more counter scales. 
Grocers, greens stores, fruiterers, butter and egg stores, tea and coffee stores—all 
must have scales. 


And the hardware dealer is the one who should sell these scales to the various 
dealers. But the hardware dealer must be careful that he sells good scales, scales the 
dealers know by reputation, scales that will stand up and give accurate, efficient 
service. 


Hardware dealers all over the country have stocked and sold Chatillon Counter 
Scales with uniform success. Their reputation and reasonable price make them a 


profitable part of the stock of the hardware dealer. 


Your Jobber Can Quote Prices and Information 


JOHN CHATILLON & SONS 


Established 1835 
85-99 Cliff Street New York City, N. Y. 
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Introducing the 


“BANGOR” 


Leather-Covered 
Steel Tape 


Made by the manufacturers 


of the well - known 
MAN” tapes. 


“ONE 


An improved 


leather-covered steel tape, with 
the cover permanently attached 
to the steel case by our new 


patented process. 
showing construction. ) 


No stitches 


(See cut 


to come out. 


Highest grade “Galloway” used 
for covers; nickel-plated drum 


and trimmings. 


This new tape has all the ad- 


vantages of 


the old - style 


leather-covered cases, and, be- 
sides our special method of at- 
taching the leather, it has our 
improved drum and knock-out. 
Like all Crogan tapes, the ac- 


curacy is guaranteed. 


Retail Selling Prices: 


25 ft., $3.50 
50 ft., $4.50 
75 ft., $5.50 


Liberal discounts to the trade. 
Buy of your jobber or order from 


the factory. 


CROGAN 


Manufacturing Co. 
BANGOR, MAINE 
Makers of the ONE-MAN Tape 


trade in which they might be engaged, 
declaring that no manufacturer can 
legally base his discounts on anything 
except quantity of goods purchased. 
The courts have reversed the Commis- 
sion and the jobbers will continue to 
do business at their old stands as in 
the past. 

Recently the Commission undertook 
to put a stop to the practice of manu- 
facturers and wholesalers who have 
guaranteed their customers against 
ig price declines. The Commission origi- 
nally sought to secure the opinions of 
leading business men concerning the 
ethics of this practice but failed to ob- 
tain a symposium that was sufficiently 
conclusive. 


Practice Believed to Be Legal 


It then resorted to the characteristic 
method of bringing a test case based 
upon a complaint and the allegation 
that the practice is illegal. It will 
probably be many months before an 
authoritative court decision is obtained 
and in the meantime many thousand 
business men are more or less anxious 
as to the legality of a time-honored 
practice which they have always be- 
lieved to be entirely ethical. 

The latest attack made upon business 
by the Commission is in the nature of 
a proceeding against the North Dakota 
Wholesale Grocers Association whose 
officers and members are cited in a com- 
plaint charging “unfair methods of 
competition in the fixing of uniform 
prices in cooperation with each other.” 
In a bulletin announcing the institution 
of this proceeding the Commission 
says: 


Methods Used 


“The complaint recites various meth- 
ods which it is alleged were used by the 
association and its members to carry 
out its scheme of uniform standard 
price fixing and its plan of confining 
the distribution of groceries and allied 
products to what the association re- 
gards as ‘regular’ and ‘legitimate’ 
channels of trade, that is, from manu- 
facturer to wholesaler, and from whole- 
saler to retailer. 

“Under the law whenever the Com- 
mission has reason to believe that an 
unfair method of competition has been 
used against the public interest, it must 
issue its complaint. However, the 
question whether or not such method 
has been used is not passed upon finally 
until after respondents have had thirty 
days in which to answer and the issue 
has been tried out.” 


No Redress for Victims 


The recent dismissal by the Commis- 
sion of a number of complaints is the 
basis of some very sharp criticism in 


lowed in the handling of these cases. 
A large number of complaints have 
been filed by the Commission alleging 
law violations in various forms. Bulle- 








Congress concerning the procedure fol- . 
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tins setting forth the Commission’s 
charges have been widely circulated 
through the press but later, upon a 
showing by the respondents, the com- 
plaints in question have been dismissed. 

The feeling in Congress is very 
strong that the Commission should be 
prohibited by law from making public 
mere formal ex parte complaints and 
that the proceeding should be treated 
as confidential at least until the issue 
is closed and the Commission is satis- 
fied that it has sufficient evidence to 
take the case up for formal hearing. 
The fact is emphasized in this connec- 
tion that reputable business houses fre- 
quently suffered very serious em- 
barrassment, extending sometimes to 
their actual financial credit, as a result 
of the bringing by the Commission of 
charges which ultimately are dismissed 
without any explanation and, of course, 
without any possible redress for the in- 
jury suffered. 


Bartlett Tree Trimmers Efficient 
in Operation 


The No. 1 Telephone and Telegraph 
Tree Trimmer, made by the Bartlett 
Mfg. Co., 428 East La- 
fayette Avenue, De- 
troit, Mich., is efficient 
in operation and part 
of the regular equip- 
ment of the Bell Tele- 
phone Co. in various 
sections and also of 
many of the other tele- 
phone companies. The 
Tree Trimmer, it is 
said, was adopted by 
the Bell Company fol- 
lowing a long series of 
competitive tests. It 
has the insulating fea- 
ture, being operated by 
a rope and also the 
easy cutting qualities 
of the regular No. 1 
trimmer. Ten feet of 
rope are furnished 
with each trimmer and 
two 4-ft. sections to 
lengthen pole to either 
a 12 or 16-ft. length. 
The main pole, 1% in. 
by 1% in. straight- 
grained basswood, is 8 
feet long and has a 14- 
in. pull lever which 
greatly increases the 
cutting power. 

The trimmers, made 
by this company, were 
developed in its own 
plant, and many of the 
features are the result 
of suggestions and crit- 
icisms of linemen. The 
result has been a high- 
ly practical tool, pro- 
duced under the com- 
pany’s own patents. 
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